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Ten “reputable drinkers” who 
tested American Scotch versus 
Scotch Scotch while blind-folded 
guessed wrong over half the time. 
Even people who aren’t blind- 


ma folded usually have a hard time 
my telling what they’re drinking. 
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The printers’ strike last fall in- 
convenienced the publishers and 
their customers, and the coal strike 
is now putting some of the print- 
ers on the side lines. This is what 
is known as poetic justice. 
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A jockey in the Kentucky Derby 
lost several thousand dollars for 
his owner because he stopped be- 
fore he reached the finish line. 
Like some advertisers you know? 
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The current controversy over 
the advertising for Jane Russell’s 
picture, “The Outlaw,” just goes 
to show you that art in a museum 
and art in the ads are two differ- 
ent things. 


TF 


“Pabst drops Kaye and. signs 
Cantor for September, 1947,” says 
a news item in ADVERTISING AGE. 

Oh, really? No, O’Reilly. 
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“CED predicts a jump of 72.2% 
over 1939 for the first fully recon- 
verted year,” says the Iron Age. 
For the date of the first fully re- 
converted year, consult your fa- 
vorite labor union. 
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When the coal strike arrived, 
Commonwealth Edison regretfully 
told its Chicago industrial custom- 
ers they had been caught with 
their plants half down. 
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Holly Self, of Ninety-Six, S. C., 
was a prize winner in the Glamour 
contest for career girls. With a 
name like that, she should have 
no trouble getting a shot at the 
movies. 


vv’ FF 


Members of CAB voted three to 
ohne that it keep its rating service, 
but this is a bridge which other 
conditions may force the manage- 
ment to Crossley whether it wants 
to or not. 
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Petrillo defies new law, bans 
video for union, says a news item 
in the world’s greatest advertis- 
ing journal. 

He’s got a chip on his shoulder 
and can’t find anybody in Wash- 
ington who wants to knock it off. 
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Experts say the elimination of 
military travel has reduced news- 
stand magazine sales. The return- 
ing G.I. has traded the girl on the 
cover for a girl on the lap. 
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“General Motors Seeks Crosby 
for New Program,” says a news 
item. 

And Bing is one of the best 
when it comes to playing hide and 
seek. 

Copy Cus. 


Lewis to 


news. 


So Sorry to Be Back Again! 

We've fought paper shortages, printing 
shortages, 
strikes and numerous other things in re- 
cent months, in order to get ADVERTISING 
AcE to you. Now we’ve added John L. 


stricted to skeleton operation because of 
the shortage of coal and consequent 
shortage of electric power, this issue of 
AA is pretty puny, and it had to go to 
press early, but it still contains a lot of 


Our printers’ master minds are now 
master-minding a special press, to be run 
by atomic energy developed by a new 
type atom-izer. 


typographic strikes, telegraph 


our list. With print shops re- 


Can Exceed ‘Ideal’ 
Specified by CAB, 
Says Nielsen Ad 


Moves in for Kill 
As Rating Service 


Ponders Future 


Chicago, May 8.—If anyone in 
advertising has any lingering 
doubts about Art Nielsen’s inten- 
tion of taking over the radio pro- 
gram rating business, their doubts 
ought to be dispelled by a spread 
which A. C. Nielsen Company has 
scheduled for this week’s issue of 
Variety, and by a 36-page bro- 
chure, “How You Can Get the 
Ideal Radio Research Service,” 
which is being mailed to the entire 
industry this week. 

Undoubtedly timed to wield 

(Continued on Page 29) 


Anglers to Angle 
for $566,000 ~ 
in KSTP Contest 


Minneapolis, May 8.—The Twin 
Cities’ 50,000-watt independent 
Station KSTP has come up with a 
startling $566,000 promotion~ plan 
—all to go in prize awards in a 
fishing contest in Minnesota. 

For the state’s tourist business, 
its third largest, the fishing con- 
test — believed the richest ever 
held in the nation and the biggest 
contest of any kind ever confined 
within one state—has instantly 
won acclaim as the best promo- 
tion the trade has ever had. 

Primarily, the contest takes 
shape as an effort to help the 
state’s Fisheries Research Bureau 
in an educational program aimed 
at impressing anglers with the im- 
portance of turning in informa- 
tion about tagged fish they catch. 
Between May 15 and Sept. 27, the 
prizes—1,000 of them, each worth 
$560.90 in merchandise donated by 
manufacturers — will go to those 
who catch any of 1,000 specially 
tagged fish that have been planted 
—secretly, during the night— 
throughout the fishing areas in 
Minnesota. An extra $1,000 in 
cash will go to the first to turn in 
a tag ending in “00.” 

The station’s promotion of its 
unique contest will, beginning next 
week, include a weekly Friday 
night fishing news show; daily 
spot announcements; posters at 
1,500 resorts and announcement 
ads in 400 state newspapers. 


Embargo Ad Plates; 
Publishers Exempt 
from Freight Ban 


Washington, May 8.—It was like 
Hickam Field on Dec. 7, 1941, here 
this week, as a diminishing rear- 
guard of wartime administrators 
halted their retirement to private 
jobs to meet John L. Lewis’ 
“blitz” with improvised regula- 
tions and orders. 

Powerless, by Presidential ad- 
mission, to stop the strike, gov- 
ernment action consisted of orders 
dividing national coal reserves 
and power output of this coal 
among the most essential users. 

Task of protecting the national 
transportation system fell to ODT, 
down to a staff of 19 (including 
file clerks and stenographers) as it 
rushed to meet a June 30 liquida- 
tion deadline. Responsibility for 
steering power to the most essen- 
tial users went to the Civilian Pro- 
duction Administration, which had 
to recall Edward Falck, wartime 
director of utilities, from his busi- 
ness as consultant to utility and 
industrial corporations. 


Embargo Relief Given 


As the pinch went on, govern- 
ment provided some protection for 
magazine and newspaper publish- 
ers, but offered no assistance to 
general industrial consumers of 
coal and power. Newspapers and 
magazines were exempted from 
the freight embargo order going 
into effect May 10, as were inks 
and paper. Plates and mats, how- 

(Continued on Page 28) 


Real Service! 
Agency Keeps 
Clients Open 


Chicago, May 8.—Adding a new 
function to the long list of those 
agencies that perform for adver- 
tisers, Malcolm-Howard Adver- 
tising Agency on its own initia- 
tive has cornered a number of 
generators here to help its clients 
weather the local dimout. 

As a consequence, the Rainbow 
Ballroom here has been open 
nightly, with record attendance of 
dancers; the Chicago Coliseum 
was able to remain open over the 
weekend for completion of a six- 
day bicycle race; Ruben’s, Peter 
Pan, Hollands’ and other retail 
stores have kept to regular hours, 
and other clients have been able 
to stay open. 


Chicago, on 24-Hr. Week, 
Is Nation's Darkest Spot 


49 Ads Dropped 
by ‘Life’; Many 
Publishers Hit 


Chicago, May 8.—Among maga- 
zines hit hardest by. the Chicago 
coal and electricity shortage are 
Life and Time, most copies of 
which are printed here by R. R. 
Donnelley & Sons. The May 13 
issue of Life is dropping 36 pages 
of advertising —49 ads, worth 
about $400,000 in space—and Time 
is dropping eight editorial pages. 
Time’s circulation will not be af- 
fected this week, but Life’s will 
be curtailed to an as yet undeter- 
mined extent. 

H. P. Zimmermann, president of 
Donnelley, told AA the company 
has been allowed to operate 24 
hours a week, an 80% cut for its 
Lakeside Press, which normally 
runs 120 hours. 

Effects of the blackout will be 


(Continued on Page 28) 


Agencies Work on, 
but in the Dark 


Chicago, May 8.—Chicago’s 200 
or so advertising agencies con- 
tinued to work this week—partly 
by candlelight and whatever nat- 
ural illumination filtered through 
rain clouds and smog—but it be- 
gan to look as though the fishing 
spots will be filled with admen if 
no break in the coal situation 
comes along soon. 

With office buildings permitted 
to run elevators all day, but with 
lights available for halls and of- 
fices only from 2 to 6 p.m., Chi- 
cago’s admen joined hundreds of 
thousands of other workers in a 
mole-like existence every morn- 
ing. 

The only “casualty” reported in 
agency circles, developed at Foote, 
Cone & Belding, whose handsome 
Palmolive building reception room 
is dimly lit every morning by a 
kerosene lantern. One reception- 
ist developed a marked antipathy 
to the fumes, and had to be re- 
lieved. 

Biggest headaches were being 
reported by agency production de- 
partments, which found them- 
selves in an almost hopeless situ- 
ation as typographers, engravers, 
electro typers and others were all 
forced to a 24-hour week, delaying 
production of needed plates and 
other printing materials by as 
much as three times the normal 
interval. As of today, ADVERTIS- 
Inc Ace could find only one 
photo-engraving firm which had 
been able to lay hands on a gen- 
erator which would enable it to 
continue operations on anything 
resembling a normal basis. All 
other suppliers were conforming 
to the 24-hour demand for use of 
power generated by the utility, 
with the result that operations 
were slowed down to about one- 
third of normal. 


Clampdown on Power 
Slows Industry and 
Advertising to Walk 


Chicago, May 8.—Chicago ad- 
vertising and publishing circles 
limped along this week under reg- 
ulations that made the typograph- 
ers’ strike of last October look like 
the benevolent hand of Provi- 
dence, as electric conservation 
measures brought the nation’s sec- 
ond city—and biggest. printing - 
center—to virtually complete stag- 
nation, 

Newspapers and radio stations 
continued to operate without much 
difficulty, but with considerably 
less local business, while scores 
of the country’s leading magazines, 
printed at Donnelley, Hall, Cuneo 
and other giant magazine printing 
houses, as well as hundreds of 
business papers, were either en- 
tirely prevented from publishing, 
or were forced to skeletonize both: 
pages and press runs in order’ to 
come out. 

All other business and commer- 
cial enterprises, with the excep- 
‘tion only of hospitals, food stores, 
restaurants and other vital serv- 
ices, were cut to 24 hours of op- 
eration per week in Chicago, mak- 
ing this city the blackest spot in 
the nation. 


Other Dimouts Considered 


The rest of the nation remained 
practically unaffected, although 
there was talk of dimouts of orna- 
mental and display lighting in 
such cities as Washington, Detroit 
and Philadelphia. Only Virginia 
gave indications of following the 
lead of the Illinois Commerce 
Commission in declaring a state 
of emergency and putting industry 
on a 24-hour-a-week basis. In 
the 64 counties of eastern Virginia 
served by Virginia Electric Light 
& Power Company and Braddock 
Light & Power Company, restric- 
tions similar to those in effect in 
northern Illinois are scheduled to 
go into operation at midnight to- 
morrow. ‘Why Chicago should be 
the hardest hit of any major com- 
munity by the coal shortage re- 
mains one of the situation’s prime 
mysteries. Commonwealth Edison 
and three affiliates serving an area 
of approximately 11,000 square 
miles in northern [Illinois, de- 
clared today that they had only 
50 days’ coal supply when the coal 
strike started. Normally, there 
would be a reserve for about 122 
days. 

Orders last December from the 
local office of the Solid Fuel Ad- 
ministration, U. S. agency, forced 
Commonwealth Edison to dig into 
surplus coal stocks for as much 
as 30% of each day’s require- 
ments. But J. C. Fitzpatrick of 
the SFA declared today that all 
major cities were faced with the 
same order. Said Mr. Fitzpatrick, 
“Other cities may not be as provi- 
dent as Chicago” in reply to quer- 
ies concerning greater use of elec- 
trical power in other localities. 

Subsidiary companies of the 
Commonwealth Edison group, in- 
cluding Central Illinois Electric & 
Gas Company, Central [Illinois 
Public Service Company and 
others, serving about three quar- 
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ters of Illinois, are all seriously 
affected by the shortage. 


Retail Business Drops 


Despite efforts of major depart- 
ment stores to maintain service, 
the 2-to-6 p.m. store hour order 
has caused a business drop of 25% 
to 35% over expected volume, al- 
though no store would release ac- 
tual figures. An unprecedented 
boom in flashlights, lanterns and 
candles was reported by Chicago’s 
major department stores. At least 
one, Mandel Bros., reported the 
sale of about 150 10,000-watt gen- 
erators and more than 200 sales 
of 350-watt generators for small 
store and shop use. 

The two o’clock rush to get into 
department stores was reported 
so heavy that at one store last 
Saturday three saleswomen were 
reported unable to make their way 
through the crowds. 

Carson Pirie Scott reported that 
most advertising schedules were 
cut to a minimum with only spe- 
cial promotions such as Mother’s 
Day copy running currently. 


Netcher’s Boston Store, big State 
St. department store, was the only 
major department store to main- 
tain normal hours, since it gen- 
erates its own power from fuel 
oil. On Saturday, when the four- 
hour day first went into effect 
for stores, Netcher’s reportedly 
did the largest single day’s volume 
in its history, but by Monday sales 
had tapered off somewhat, and 
Monday night sales were said to 
have been relatively disappoint- 
ing, because one open store could 
not draw crowds to the Loop in 
the face of closed movies and 
blackened shopping facilities. 


Gas Supply Inadequate 


Although People’s Gas Light & 
Coke Company supplied Com- 
monwealth Edison with gas to the 
equivalent of 10,300 tons of coal 
for weekend use, there was no 
assurance that the supply of nat- 
ural gas would permit further 
major use. The gas company de- 
clared that the gas was available 
only when a surplus was on hand 


beyond wants of scheduled users. 


Normally, Commonwealth Edison 
uses about 20,000 tons of coal 
daily. 

First to tailor advertising to 


suit dim-out needs was Goldblatt 


Brothers, Chicago department 
store chain, which last Sunday 
and today used page space in the 
Chicago Daily News and the Trib- 
une to offer 15 items for mail or 
phone order purchase. Thunder- 
ing response with. emphasis first 
on mail receipts and later increas- 
ing numbers of telephone orders, 
resulted in plans to use daily space 
in Chicago dailies, radio time and 
some outdoor advertising to pro- 
mote the mail and phone order 
business. In addition other copy, 
wherever merchandise permits, 
will carry mail and phone order 
20upons similar to the special page 
%romotions. The special pages are 
»xlanned for the duration of the 
power emergency. 


Newspaper Linage Holds Up 


While newspaper linage suf- 
fered considerably from the loss of 
movie volume and declines in 


“Just think, dear, the same moon is shining down on IOWA— 


where there aren’t any reconversion problems!” 


If the prospects of profits arouse a tender 


emotion in you, here’s one to make you pant. 
Right now the Des Moines Sunday Register is ~ 
offering 70% coverage of the entire state’s 
urban consumers (and better than 70% cover- 
age of its wholesale and retail outlets) at a 
milline rate of only $1.72. And that, gentle 
readers, represents an advertising cost which 
gives profits the best opportunity they’ve had 


within your memory. 


THE DES MOINES 
REGISTER anv [RIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


help wanted ads, up to today to- 
tal linage continued exception- 
ally good, with few losses and 
many gains. Retail held up gen- 
erally because of a flood of an- 
nouncement advertising which re- 
placed product copy, while na- 
tional seemed: unaffected. 

Newspapers were unable to 
make accurate comparisons, be- 
cause this week is normally a far 
better week than last week for 
retail, and most publications have 
been showing normal gains over 
last year. The Tribune, for exam- 
ple, showed gains over last year 
on Sunday, Monday and Wednes- 
day, with a loss on Tuesday. Thus 
far this month, Tribune total ad- 
vertising is running 131,000 lines 
ahead of last year, against an ex- 
pected gain for the period of 
about 200,000 lines. Retail this 
month is 31,000 lines ahead, na- 
tional is up 44,000 lines, and 
classified is ahead 49,000 lines. 

What will happen to linage and 
to the big Sunday papers is any- 
body’s guess, but everybody’s 
guess is that nothing good will 
happen unless the coal strike is 
settled quickly. 

In the meantime, the State 
Street Council is readying an ap- 
peal to the Illinois Commerce 
Commission to change store hours 
of operation from 2 to 6, as they 
now are, to 1 to 5, since the last 
hour is unsatisfactory. Movie in- 


‘|terests also are continuing their 


fight to have their hours of opera- 
tion changed so that they can open 
four hours in the evening, instead 
of in the afternoon. Currently all 
but a handful of movies are com- 
pletely shut down. 


Crowell-Collier 
‘International’ 
to Start Jan. 1 


New York, May 9.—Crowell- 
Collier’s new international multi- 
language picture magazine (AA, 
March 25) probably will hit for- 
eign newsstands on Jan. 1 with 
more than 1,000,000 circulation 
through a number of associate 
publishers in European, Middle 
Eastern, Far Eastern and Latin 
American countries, according to 
company sources. 

De Witt Patterson, general di- 
rector of the international publi- 
cations division who is now in 
Europe lining up publishers, has 
already made arrangements for 
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publishing and distribution jp 
four countries with a basic mini. 
mum guarantee of 100,000 in each, 
These are England, France, Bel. 
gium and Holland. Other Crowell]. 
Collier representatives in Centra] 
and South America and in China 
are making similar arrangements, 

It is expected that the new 
magazine will begin hiring a staff 
and start promotion by July 1, 
with the January issue completed 
in the U. S. by Oct. 1. Title, ad. 
vertising rates and other details 
have not been announced. 

Life International, which will 
make its bow in July (AA, April 
22), will be distributed on the 
following basis: 40% to western 
Europe, 15% to Africa and the 
Middle East, 25% to Latin Amer. 
ica, and 20% to Australasia, India, 
China and the Philippines. It will 
be published by Time-Life Inter- 
national, division of Time, Inc. 


Regent Cigarets 
Test Newspapers 
vs. Spot Radio 


New York, May 9.—The Bureau 
of Advertising, American Newspa- 
per Publishers Association, is pre- 
pared to prove, in sales, the com- 
parative value of small space in 
newspapers vs. spot radio. 

The bureau announces that such 
a test, for 13 weeks, began this 
week in 65 to 140-line space in 
newspapers in Chicago and Wor- 
cester, Mass., and spot radio in 
New York City and Houston. The 
product is Regent cigarets of 
Riggio Tobacco Corporation, New 
York; the agency is Ridgway, 
Ferry & Yocum, New York, which 
recently got the Regent account. 

The bureau believes that the 
test will be “highly significant not 
only to the tobacco industry,” 
which usually has used space units 
of 1,000 lines or more in news- 
papers, but “to small national ad- 
vertisers currently being squeezed 
by higher costs and narrow mar- 
gins for advertising.” 

Newspaper copy will run daily 
Monday through Friday. The 
smaller insertions will be supple- 
mented by a monthly 500-line 
booster ad. As many radio spots 
will be used as the expenditure 
permits, total cost being divided 
equally between the two media. 
In making the division, the agency 
pointed out, distribution factors 
have been weighed. 
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Parents with teen-agers are men and women who naturally think ahead—and 


Collier’s stays right in step, with fiction that’s modern and exciting, and feature 
articles that ‘keep up with the world.”’ Which explains why, week after week, 
Collier’s counts among its most faithful readers the more alert, more progressive 
families of our nation. They are the recognized community leaders in cities, towns 


and rural sections everywhere; they are ambitious, they know what they want... 


they are at the age of acquirement, with the means and the mind to possess 


the new and better things of life. What finer market could any advertiser ask? 


MILESTONES IN MAGAZINE HISTORY 
The Short Short Story ... A New Idea 


Collier’s published the first sort short in the 
issue of Sept. 12th, 1925. Other magazines 
have adopted the idea since, but Collier's re- 
mains the No. 1 magazine for SHORT SHORTS. 


Colliers 


‘‘We saw it advertised in Collier’s” is a buying slogan of more and more American families 
every day. Through the magazine of action, advertiser and customer reach a complete 
understanding because both are thinking ahead. They are real partners in progress, work- . 
ing together to improve the American standards of living and meeting eye to eye every 
week through the up-to-the-minute pages of Collier’s. Action to Collier’s means the 
movement of goods across the country’s sales counters and every issue of this great 
national weekly is packed with appeal for the more progressive families—the thinking 


millions whose buying habits influence the entire market. 


Thinks Chead 
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Supreme Court 
Hits FIC for Ban 


on Red Cross Mark 


Washington, May 7.— Demon- 
strating a jealous regard for trade- 
mark integrity, the Supreme Court 
today tossed out FTC’s “death sen- 
tence” against use of the “Red 


Cross” brand name and emblem, | 
insisting instead on a less drastic 
penalty which would permit the 
A.P.W. Paper Company to retain 
a line it has produced since 1897. 

While the ruling involves some 
special points of law, the fact that 
it has come just six weeks after 
the court vetoed a death sentence 
against the trade term “Alpa- 
cuna” provides ammunition for 
Commissioner Lowell Mason and 
others who feel that FTC’s “feast 
of authority” in tendency cases is 


“bad for the Commission’s diges- 


tion.” 

As it did in the Alpacuna case, 
the court told FTC that it should 
try to find some special language 
which could be added to these 
“dangerous” terms to keep them 
from becoming misleading. It felt 
there would be no special danger 
in “Red Cross toilet tissue” or 
‘Red Cross paper towels” if words 
were added disassociating them 
from the American Red Cross. 


Wants More Exploration 
In the Alpacuna case the court 


extended its wrath to a circuit 
court of appeals which had not 
questioned the commission’s fail- 
ure to explore remedies other than 
excision of the trade name. A.P.W. 
Paper Company came to the Su- 
preme Court supported by a cir- 
cuit court verdict that the “death 
sentence” went “beyond permis- 
sible limits.” 

Against “Red Cross” brand the 
FTC argued that the public might 
feel the product was produced or 
sponsored by the American Red 
Cross organization. The complaint 


Farm JourNAL makes 2% million fruitful calls every month for national 


advertisers. This is a half million more calls than are made by any other 


rural magazine. It’s most important because this dominating lead is in 


counties where farm cash income is 81.4% of the national total. Actually 


—Farm Journat has more than 80% of its circulation in these high- 


income counties... fruitful calls, you may be sure. 


Farm Journal «:°: LARGEST RURAL MAGAZINE 


GRAHAM PATTERSON, 


Publisher * 


PHILADELPHIA 5 


» 
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against Alpacuna was based on 
the theory that the public might 
confuse the ‘“Alpacuna” fabric 
with the rare vicuna fleece. 

More complicated than the ay- 
erage “misleading term” case, the 
Red Cross case hinged on an act 
of Congress reserving the expres- 
sion and emblem for the American 
Red Cross, but authorizing its 
continued use by a handful of 
firms that were marketing Req 
Cross brand items in 1905. 

When FTC argued that the term 
was misleading, and a violation 
of the FTC Act of 1938—as it has 
argued that false geographical 
terms, and misuse of “factory,” 
“free” and other expressions are 
illegal—it found itself involved in 
a hot legal quarrel. 


Implication Not Enough 


Some firms, like Red Cross 
shoes, decided not to fight. The 
A.P.W. Paper Company waited for 
the cease and desist order in early 
1944, and then went to court. 

The Supreme Court sided with 
A.P.W. Paper Company, holding 
that the FTC Act of 1938 could 
not by mere implication nullify a 
right specifically granted in 1910. 
However, seeking a happy ending, 
the court Volunteered that the 
conflicting views might be recon- 
ciled by a new order requiring 
addition of language removing any 
inference that the products are 
sponsored, approved or associated 
with American Red Cross. 

To confirm its findings, Supreme 
Court pointed out. that Congress 
currently has legislation banning 
any commercial use of “Red 
Cross,” hardly justifying the be- 
lief that complete relief is already 
available under the FTC Act. 

This legislation has rested for 
many years in Sol Bloom’s House 
foreign affairs committee while 
FTC attempted to eliminate use of 
the term via “the back door.” 
With FTC stymied, presumably 
there will be pressure to pry the 
legislation out of committee. 


Linage Figures Corrected 
Circulation of Ladies’ Home Jour- 
nal in the first half of 1939 averaged 


8,084,120, rather than 2,084,126, and 
‘that of Life in the first half of 1945 


was 3,865,241, not 2,865,241, as re- 
ported by AA last week. In addi- 
tion, Life’s circulation over the ’39 
to ’45 period increased by 1,483,220, 
rather than 1,183,220, as reported. 


Washington Elects 


Henry J. Kaufman, president of 
Henry J. Kaufman & Associates, 
has been elected president of the 
Washington Advertising Club. Tom 
Griffin, Washington News, was elec- 
ted vice-president; Ernest S. John- 
ston, Lewis Advertising Agency, 
treasurer, and N. W. Guthrie, 
Guthrie Lithograph Company, sec- 
retary. 


Heads Retail Merchants 


Austin T. Graves, general oper- 
ating manager of Marshall Field & 
Co., has been elected president of 
the Chicago Retail Merchants As- 
sociation. Other officers elected are: 
Hector Suyker, president of the 
Fair, first vice-president; George 
Madigan, vice-president of Madigan 
Bros., second vice-president; M. L. 
Kresge, district manager of S. 8. 
Kresge Company, third vice-presi- 
dent, and A. R. Findley, secretary- 
treasurer of Wieboldt Stores, secre 
tary-treasurer. 


al 
_ 
DECALCOMANIA 
TRANSPARENCIES 
@ NATIONAL INSTALLATION 
SERVICE 
@ COAST TO COAST 

@ NO SUBCONTRACTING 

@ GUARANTEED SERVICE 
Dealer Identification Service 


De Wolf Window Valance Installers 


2203 Fairmount Ave., Philadelphia 30, Pa 
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7 The Star now is receiving requests for its 1946 Consumer 
umably 


pry the Analysis, which will take the guess out of this important trad- 


2. 
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ren This Milwaukee Journal type survey will show preferences 
of 1945 


as Te and buying habits essential to the manufacturer or distributor 
the 39 


89,220, adjusting himself to these changed times. 
ported. 


This slide rule for grocery products, soaps and cleansers, 
ident of 
ot the toiletries and cosmetics, tobaccos, alcoholic and non-alcoholic 
eo beverages, electric appliances, home improvements and auto- 


Agency, . . Fe . is 
a mobiles will be ready for distribution soon. 


ants Schedule 
ce THE INDIANAPOLIS STAR 


Madigan DAILY AND SUNDAY 


cnet Affiliated with Radio Station Wi RE 
7 BASIC NBC °* 5,000 WATTS 


Since 1936 The Star has been the first Newspaper in 
Indiana in Total Advertising Linage 


KELLY-SMITH AND COMPANY, National Representatives 
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@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical . . . any office girl can be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types new available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


Lily-Tulip Cup 
Advances Doscher; 
Others Appointed 


F. K. Doscher, who joined the 
merchandising department of the 
Lily-Tulip Cup Corporation, New 
York, in 1929, and became general 
sales manager in 1945, has been 
elected vice-president in charge of 
sales. 

...Don W. Rennewanz, formerly 
national sales manager of range 
and water heater sales for Edison 
General Electric (Hotpoint) Ap- 
pliance Company, has been ap- 
pointed sales manager of Kirsten 
Pipe Company, Seattle. 

..Richard C. Hunt, formerly 
with Farson & Huff Advertising 
Agency, Louisville, before the 
war, and Carl von Ammon, pre- 
viously associated with Sears Roe- 
buck & Co., have joined Ekco 
Products Company, Chicago, as 
assistant advertising managers. 

..Paul A. Hunker, formerly 


general sales manager of Nathan 
Straus-Duparquet, has been ap- 
pointed national commercial sales 
manager of Refrigeration Corpo- 
ration of America, New York. 


Parsekian to Martin 


...Harold M. Parsekian, for- 
merly with Binney & Smith Com- 
pany, has been named director of 
sales and technical service of the 
plastics and chemicals division of 
Glenn L. Martin Company, Balti- 
more. 

..L. B. Flaws, formerly assist- 
ant to the vice-president of Inter- 
national Business Machines, has 
been named sales manager of the 
systems products division of Die- 
bold, Inc., Canton, O., maker of 
safes and bank vault equipment. 

..Frank J. Raymond, for 15 
years western manager of Ameri- 
can School Publishing Corpora- 
tion, New York, has been ap- 
pointed vice-president. 

.W. Bruce Johnston, with Eli 
Lilly & Co., Indianapolis, for 
many years, has been appointed 
advertising and sales promotion 
manager of Gabriel Company, 
Cleveland, manufacturer. 


Burgess Joins Tanner 
...George M. Burgess, formerly 


with Maxon, Inc., Detroit, as re- 
search director, and with Conti- 
nental Tool works division of Ex- 
Cell-O Corporation, Detroit, 
sales manager, has been elected 
vice-president of Tanner Chem- 
ical Company, Ferndale, Mich., 
maker of rustproofing chemicals 
and processes. 

..Lambert J. Wischerath, di- 
rector of public relations for Buf- 
lavak equipment division of Blaw- 
Knox Company, Buffalo, has been 
named assistant to the president. 

..Julius Haber, until recently 
engaged in special advertising and 
promotion assignments for RCA’s 
public relations department, has 
been appointed advertising and 
sales production manager of RCA 
Victor division’s tube department, 
Harrison, N. J. 


Named Ad Chief 


...W. E. Boice, formerly pro- 
motional and direct mail copy- 
writer in the advertising depart- 
ment of R. G. LeTourneau, Inc., 
Peoria, Ill., has been appointed 
advertising manager of the com- 
pany’s new division in Longview, 
Tex. 

..Guy Lemmon, formerly war 


bond manager of the War Adver-, 


takes the lid off much of this re- 
search, and gives accurate market - 
data on new products. Marketing 
analysts, as well as druggists, will 
find this report extremely valuable. 4 


Neighborhood Stores 


of Tomorrow 


Competition in the drug field will 
come from many directions, and be- 
cause the editors are alert to this, 
this issue carries a four page feature 
by Morris Ketchum, Jr., outstanding 
store architect. His designs of drug 
variety stores and 
markets show new architectural and 
merchandising trends. 


stores, 


Facts for Retailers About 
Public Relations 


Retail druggists have public rela- 
tions problems too, and so do their 
associations. No one knows this 
better than Roland Jones, author 
of the article this month on public 
relations. Long experienced in the 
drug field and in public relations in 
Washington and Los Angeles, Mr. 
Jones writes an article that will 
prove illuminating to everyone in- 
terested in the drug industry. 


AMERICAN DRUGGIST, 572 


Facts About the. 
Insecticide Market 


During the war years, one of the 
most intense scientific research cam- 
paigns in history went on in an effort 
to find the best insecticide. Swamp 
living in the Pacific, typhus in 
Europe, both combined to make the 
need for a sure-fire insecticide urgent. 
This issue of American Druggist 


s\n 


HIGHLIGHTS FROM THE MAY ISSUE 


THE BUSINESS MAGAZINE WITH PUNCH AND POWER 


ON THE PHARMACY FRONT 
European Pharmacy: 75 years of Turmoil and Control, another in 
the series on Pharmacy's history, 1871-1946.........cccccccccceccesseseeeseeees 72 
John Bull Chemist Looks at G. |. Joe Druggist, comparing British 
IE PWR RTI acdc, Sec cacncjtens ba ss sXosesosss¥icnfonssdoecorinasscia 78 
It's Time for Professional Spring Cleaning, a retailer diagnoses 
the so-called ills Of the ProtessiOn..........6....ccccdcscsscscsssossseescsvsserorensese 84 
Leprosy . . . Taboo! —an authoritative discussion of this most 
Da cl oy RN PSEA he) cd i aa Bi eco nee enn I Pn 88 
Diuretics, a complete report on these drugs...........ccccccccceccesesesseseees 102 
ON THE BUSINESS FRONT 
_ Fair Trade and the Public (Editorial) ..........0.0...ccccccccccccsseseseeeeeeees 69 
Druggists or Drudges, a retailer examines the problem of store 
I ach ed eh scan as ease hth wsn2sthinsas cn daca AG Res 7I 
Why our Wholesale Firm Quit Manufacturing Private Brands — 
By Roy V. Schwab of Brunswig Drug Co., Los Angeles.................. 77 
The Vacuum Bottle Refill, a summer promotion idea.................c0000.. 8! 
! How to Forecast Profit amd Loss....................ccccccccecsececeeeseseeeeeeneeeees 86 
Bless ‘Em and Blast ‘Em: The Growing Market for Insecticides.... 90 
How to Make a Good Cup of Coffee ..o.o.....o..occccccccccccseeceeeveee votes 92 
What Fair Trade Laws Mean to America.................ccccccesceseeeeseeeees 95 
! Main Street of Tomorrow. Store design by Morris Ketchum, Jr..... 98 
Classroom for Cosmeticians: Cleansing Creams and Special 
MB SB cos cracoen tas ceeri sive P ive sy a asVabais? tdnseaysesous¥cidteias lussidbpasatinidoansessats 108 
ON MANY FRONTS 
Photographing Molecular Designs. The story behind the cover.... 74 
The British National Health Service Bill ..000.000.0.000.0.0ccccccceeeeeees 82 
What Do We Mean by Public Relations? ...0.0...........c.ccccccceceseseeeeeeeees 96 
Two Towns Honor Their Retail Druggists.....................ccecccceeseeeeeeee 104 
DEPARTMENTS 
rt yp orca ee thieccaiivs 6 ~——~Professional Products............ 126 
SON. NUNN Sais casvovsesdscrese 8 . and A. on Fountains........ 130 
— Now What From Washington 65 ts OP pa 
- : Store Organizer .................... 152 
What Other Editors Think... 110 Ph Book Shelf 162 
American Druggist Corner.. 112 22 Eee Py bs a ale haat 6 
Show Globe o.o...eeccceessneeen 116 People and Events................. 246 
Professional Pharmacy Forum 120 This Drug Business................ 272 


has never 


Moving Merchandise Off the Shelf —Not On! 


Initial discount is not the major factor in increasing profit, and that 
been more graphically shown than in this issue in the 
article ‘How to Forecast Profit and Loss.”’ Based on a series of charts 
prepared by H. W. Adkins, vice president of Yahr-Lange, Inc., 
Milwaukee wholesalers, this article shows the druggist how his profit 
dwindles for every month a product remains on his shelf. People 
interested in marketing will find the chart a revelation. 


MADISON AVENUE, NEW YORK 22, N. Y. 
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tising Council, has been electeq 
treasurer of: Majestic Radio & 
Television Corporation, St. Charles, 


as | Ill 


...-Raymond L. Henley, former- 
ly in the Chicago district sales of- 
fice of National Enameling & 
Stamping Company, has been 
named sales manager of the pre. 
mium department, with offices in 
Milwaukee. 

..Ferdinand W. Roebling III 
has been appointed vice-president 
in charge of engineering of John 
A. Roebling’s Sons Company, 
Trenton, N. J., succeeding Charles 
M. Jones, who has been named 
vice-president in charge of public 
and industrial relations. 


Clark Appointed 


..Robert B. Clarke Jr., assist- 
ant advertising manager of Strath- 
more Paper Company, West 
Springfield, Mass., prior to the 
war, has been appointed advertis- 
ing manager. He succeeds Harry 
E. Riggs, who has been promoted 
to sales manager. 

..August B. Hook, assistant 
general sales manager of Carstairs 
Bros. Distilling Company, New 
York, has been named general 
sales manager, succeeding Philip 
J. Kelly, who has joined Lennen 
& Mitchell (AA, May 6). 

..-Nicholas Craig, who formerly 
operated a -travel bureau in Chi- 
cago and was general manager of 
Braniff Airways, has joined Pan 
American-Grace Airways as sales 
manager, with headquarters in 
New York. 

..Mark B. Byron III, president 
of his own agency in Miami before 
joining the Navy, has joined Yard- 
ley of London, Inc., New York, as 
advertising manager. 

..MacMillan Boyd has been 
appointed general sales manager 
of Canadian Cottons Ltd., Mon- 
treal. 

..C. D. McCraig has been 
named general sales manager of 
Amalgamated Electric Corpora- 
tion, Toronto. 


Stauffer Retires 


..Burton F. Stauffer has re- 
tired as president and _ general 
manager of American Anode, Inc., 
affiliate of B. F. Goodrich Com- 
pany. Dr. Robert V. Yohe, vice- 
president, succeeds Mr. Stauffer. 

..William P. Gwinn, general 
manager of Pratt & Whitney air- 
craft division of United Aircraft 
Corporation, East Hartford, Conn.; 
Rex B. Beisel, general manager of 
the Chance-Vought aircraft divi- 
sion, and Lauren D. Lyman, in 
charge of public relations, have 
been named vice-presidents of 
United Aircraft. They will also 
continue in their present posi- 
tions. 

..S. C. Bernhardt has resigned 
as vice-president of Estate Stove 
Company, Hamilton, O. He has 
not revealed his future plans. 

...General Electric Company, 
Schenectady, has announced five 
appointments in its electronic de- 
partment. They are: Paul L. Cham- 
berland, manager of sales for the 
receiver division, with headquar- 
ters in Bridgeport; Henry A. 
Crossland, manager of the govern- 
ment division, Washington; James 
D. McLean, manager of sales for 
the transmitter division, Schenec- 
tady; C. H. Baade, manager of the 
service division, Schenectady, and 
R. I. Borth, manager of the em- 
ploye relations division, Syracuse. 


Appoints Sweeney 

National Publishers Representa- 
tives, Inc., New York, has appoint- 
ed the John M. Sweeney Company, 
Boston, as New England represel- 
tative of Salute, Our World and 
Comic House Group. 
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SETS NEW HIGH RECORD 


Two new circulation records were established last month weekday figure was 555,211 — up 35,207 over last year 
by The New York Times. and 123,970 over 1944. 


Sunday circulation of The Times averaged 1,005,184. The New York Times families have more money to spend; 


they are the buying leaders whom it is most profitable 
to sell first. This is why The Times has been the first 


advertising medium in New York every year, without 
Weekday circulation also hit an all time April high. The exception, since 1919. 


Che New York Cimes 


"ALL THE NEWS THATS FIT TO PRINT" 


This represents a gain of 191,542 over the same month 


a year ago and a new peak for Sunday circulation. 
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McMahon Named 


V.P. of Federal: 
Others Advanced 


Thomas Patrick McMahon, for- 
merly director of publicity and 
public relations for McCann- 
Erickson, Inc., has been named 
vice-president in charge of public 
relations of Federal Advertising 
Agency, New York. 

...Arthur F. Jones has been 
elected managing director of the 


S T.<«53 «8 SE F* bi 


MISSOURIS & MARKET 
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ST. JOSEPH NEWS-PRESS 
. St. Joscph Onzette 


board of directors of Erwin-Wasey 
of Canada, Toronto. 

...Carroll O’Meara has resigned 
as account executive in the Holly- 
wood office of Young & Rubicam 
to return to radio writing and 
production in the free-lance field. 

...Stanley Carr, formerly with 
William G. Seidenbaum & Co., has 
joined Friend-Sloane Advertising 
Company, New York, as account 
executive. He will set up a beauty 
fashion department. 

...Miss Lee M. Ryan, Miss Enid 
D. Pierce and A. Hilton Ritter 
have joined Charles Daniel Frey 
Advertising Agency, Chicago. 

..-Roland Israel, formerly ra- 
dio director of J. M. Korn & Co., 
Philadelphia, has joined E. L. 
Brown Advertising Agency, Phil- 
adelphia, as executive director. 


To Honig-Cooper 


...John J. Milligan, formerly 
engaged in sales promotion and 
merchandising for Crowell - Col- 
lier Publishing Company and 
Montgomery Ward, has joined the 
merchandising department of 


Honig- Cooper Company’s San 


Francisco office. 

..-Robert I. Garver has re- 
signed as sales manager of Station 
WJZ, New York, to join Alley & 
Richards Company, New York. 

...Kay Sullivan, formerly with 
the CBS promotion department in 
New York, has been appointed ac- 
count executive and assistant copy 
chief of the newly-organized pro- 
motion service company, O’Brien 
& Dorrance, New York. 

...Mrs. Laverne Dumont has 
been named production manager 
of Clinton B. Leap Advertising 
Agency, Cincinnati. 


Joins Reincke, Meyer 


...F, Clifford Estey has resigned 
as manager of the Chicago office 
of Melamed-Hobbs to join Reincke, 
Meyer & Finn, Chicago. Harold C. 
Lewis succeeds him at Melamed- 
Hobbs. 

...P. D. Macarow, in the Mon- 
treal office of McKim Advertising, 
for the past 10 years, has been ap- 
pointed vice - president of the 
agency. 

...-Dayton €. Closser -has joined 


the copywriting staff’ of Wolfe- 


Jickling-Dow & Conkey, 
agency. 

...Larry B. Reynolds, recently 
released from the armed forces, 
has been appointed account ex- 
ecutive with F. H. Hayhurst Com- 
pany, Montreal. 

...Scott Ittner, formerly with 
Gardner Advertising Company, 
St. Louis, has been named account 
executive of Glee R.-Stocker & 
Associates, St. Louis. 


Gilruth to Hazard 


... Adele Gilruth, formerly with 
Sheldon, Morse, Hutchins & Easton, 
has joined the publicity staff of 
Hazard Advertising Company, 
New York. 

...Robert A. Clair has been ap- 
pointed account executive of Lan- 
caster Advertising, New York. 

. ...Ben Conery, formerly in the 
Los Angeles office of Batten, Bar- 
ton, Durstine and Osborn, has 
been named production manager 
of Hillman-Shane, Los Angeles. 
George W. Bamberger, with Henri, 
Hurst & McDonald, Chicago, be- 
fore entering the armed forces, 
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leased from the armed forces 
have joined the agency’s copy 
and art departments, respectively, 
...Sophie Jakobsen, formerly 
with Brisacher, Van Norden % 
Staff as production manager, has 
joined the San Francisco office of 
Abbott Kimball Company in aq 
similar capacity. 


Leighter Heads 


Station WLIB; 
Others Named 


Jackson Leighter, assistant to the 
publisher of the New York Post, 
has heen elected president of Station 
WLIB, New York, succeeding Ted 0, 
Thackrey, editor of the Post. Mrs, 
Dorothy S. Thackrey, Post pub. 
lisher, is chairman of the station’s 
board. 

...Station WWDC, Washington, 
has appointed Forjoe & Co. as na- 
tional representative. 

...Carol Irwin, formerly in 
charge of talent for the American 
Broadcasting Company,’ has been 
named head of the program sales 
division of the program depart- 
ment. Read. Wight will be associ- 
ated with Miss Irwin. 

...Wells Church, assistant direc- 
tor of news broadcasts for CBS, 
New York, has been appointed act- 
ing director, temporarily filling the 
vacancy caused by the resignation 
of Paul W. White (AA, May 6). 

...-William L. Wallace, formerly 
of Weed & Co., Chicago, has been ap- 
pointed midwestern sales manager 
of John E. Pearson Company, Chi- 
cago, radio representative. 

Joins Scott-Choate 

...Rufus Choate has resigned as 
vice-president of Donahue & Coe, 
New York, to become vice-president 
of Scott-Choate Publishing Com- 
pany, New York, formerly Edwin 
A. Scott Publishing Company. The 
new corporation will continue to 
publish Plumbing and Heating 
Journal and the monthly news let- 
ter, “Plumbing and Heating Whole 
saler.” Mr. Choate will also be vice- 
president of E. A. Scott Publishing 
Company. 

...Albert R. Perkins, with Look 
for more than two years, has joined 
Macfadden Publications, New York, 
as managing editor of Sport, which 
will appear on the newsstands on 
Aug. 28. : 

..-Sidney A. Saunders, New York 
representative of Maclean-Hunter 


pointed to represent the company’s 
four magazines in London. 

...George W. Wharton, formerly 
account executive with Pedlar & 
Ryan, New York, has joined the 
staff of Medical Economics, Ruther- 
ford, N. J., as advertising and pro- 
motion manager. 

Zahrt to KQW 

...Walter S. Zahrt, recently re 
leased from the Navy and before 
that with WOAI, San Antonio, has 
been appointed sales promotion 
manager of Station KQW, Sa 
Francisco. 

..-Charles F. McReynolds, re 
cently discharged from the Army, 
has returned to McGraw-Hill as 
Pacific Coast manager of Aviation, 
Aviation News and Air Transport. 

...Robert E. Howard, NBC West 
Coast spot sales representative, has 
been appointed western divisiol 
spot sales manager. 

...Russ Baker, recently released 
from the AAF and prior to that 
with the local advertising staff of 
the Chicago Times, has rejoined the 
Times as a national advertisilé 
salesman. Chris Hackett and Andy 
O’Flaherty Jr. have joined the p* 
per’s New York office. 
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New Food and Household Column 


3, 1946 


Reaching 12,599,000 Circulation 
on Food or Women’s pages of 
73 Coast-to-Coust Newspapers 
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For Further Information on How to Close An Exclusive Franchise 
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Westinghouse 


‘Set with New 


‘Merchandiser’ 


Pittsburgh, May 8.—An adver- 
tising campaign directed at 10,000 
department store and retail mer- 
chants will get under way as soon 
as Westinghouse Electric Corpora- 
tion can start mass production of 
the new Westinghouse Merchan- 
diser, a fluorescent store lighting 
unit. 

Adding the dramatic quality of 
the theater to everyday retailing, 
the Westinghouse Merchandiser is 
one of several new fluorescent sys- 
tems soon to be released by elec- 
trical manufacturers. 

Central theme of the advertis- 
ing campaign, which will include 
business paper copy and direct 
mail, will be “planned” store light- 
ing. To introduce this idea to 


Yesterday the internationally 
known French conductor-com- 
poser, Alexandre Tansman, left Los 
Angeles to return to his native Paris 
after five years in America. To Mr. 
Tansman, his wife, Colette, and to 
his two small daughters, Station 
KFI wishes bon voyage and expresses 
the deepest gratitude for the com- 
poser’s service as a member of the 
panel of Jurors on the “KFI-HoL- 
LYWOOD BOWL YOUNG ARTISTS 
COMPETITION” for two consecu- 
tive years. Alexandre Tansman, 
who ranks among the first ten con- 
temporary composers, devoted his 
time without compensation to this 
public interest program series on 
KFI. Purpose of “THE YOUNG 
ARTISTS COMPETITION; as you 
know, is to encourage young instru- 
mentalists by presenting them in 
air concerts each Monday evening 
at 9:30 p.m. and to offer the win- 
ning artist a concert debut with 
Leopold Stokowski in Hollywood 
Bowl. We were happy to learn that, 
at the invitation of Artur Rodzin- 
ski, Mr. Tansman will return to 
the U. S. next spring to conduct 
the New York Philharmonic Or- 
chestra. 


EARLY MORNING HIT 


Doin’ right well in the 5:45 to 
6:00 a.m. spot on KFI is short and 
husky BUCK NATION. To his 
own guitar accompaniment, BUCK 
sings a variety of favorite western 
and folk tunes. Included are many 
of his own which have been pub- 
lished by Peer International. 
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CLEAR CHANNEL 


KFI ©: 


Represented Nationally by Edward Petry and Company, Inc 


merchants, the company has pre- 
pared a three-color, 15-page, il- 
lustrated booklet, entitled, “Look 
at your store lighting through your 
customers’ eyes.” This will prob- 
ably be mailed out on request, 
according to N. C. Warner, Wes- 
tinghouse manager of industrial 
and promotional lighting. 

“Sale-ability is in direct propor- 
tion to see-ability,” reads a typical 
piece of copy. “What your cus- 
tomers buy, how often and how 
much they buy, depends upon how 
easily, satisfactorily, quickly and 


effectively your store lighting en- 
ables them to see the merchan- 
dise.”’ 


Selling Points Listed 


Some of the accomplishments 
claimed for the Merchandiser are 
that it prevents distracting glare, 
provides a restful shopping atmos- 
phere, aids in accurate appraisal 
of color, texture and quality and 
reduces ‘merchandise - returned - 
for-credit” losses. It is also main- 
tained that planned lighting, done 
the Westinghouse way, will shorten 


the time between demonstration 
and sale by providing proper quan- 
tity and quality of illumination, 
that it provides flattering accent- 
ing of featured merchandise and 
helps convert “necessity shoppers” 
into “impulse buyers.” 

The Merchandiser is equipped 
both for surface and pendant 
mounting, either singly or in sets, 
with or without incandescent spot- 
light attachments. Copy points out 
that the unit “combines the see- 
ability of fluorescent with the bril- 
liance of incandescent lighting.” 
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Since the Merchandiser itself 
can be used either as an individua] 
unit or in series, with detachable 
decorative end caps, the entire 
luminaire is considered highly 
flexible. This point is stressed by 
a headline reading, “Provides a 
‘custom-made’ lighting system for 
every store.” 

Typical store lighting arrange. 
ments are shown, complete with 
diagrams for food stores, depart- 
ment stores and counter displays, 

Westinghouse has also devel- 
oped a line of fluorescent lumi- 


Industrial Fields Served by 
McGraw-Hill Publications”’ eee 


YOUR OBJECTIVE : 


| | Gp tdrese the right answer to that question can be the difference between success atm 
dismal failure for an otherwise soundly conceived sales and advertising program. Sag 
it’s elementary but, telling your story where your best prospects will see it is still as basicaTg 


important as any other step in a carefully planned campaign. 


You fellows . . . advertising managers and agency men . . . who mastermind industry 
now the importance of making every advertising dollar dag 


advertising programs toda 


dollar’s worth of solid socking for you. 


“Objective Sales” pitches advertising right back into the one primary job it knows hq : 


to do, and can do, superlatively well—i.e. S-E-L-L ! 


Obviously if you want to SELL you’ve got to go to the market place. Industry’s market pla . : 
is the business and industrial press. That’s where your prospects meet, talk shop, discu 
new ideas, new methods, and look for new products and new services. 


How can you reach your prospects most effectively? If they are located in any of the fielg 
covered by the 25 Mc-Graw-Hill publications your answer is tailor-made for you. Ask yqam 
McGraw-Hill man to show you how these papers reach America’s most important buyérg@ 


used in pice 
(Prepare 


““A Handy Guide to the Business and 


quick facts about men and markets 
reached by McGraw-Hill’s 25 industrial 
magazines. 


Each one of the 25 specialized McGraw-Hill publications knows definitely who its readers are, where 
they work and what they buy. Constant checks keep this information up-to-date and red hot. It is readily 


‘Are you passing by the men who 

‘pass’ on your products?”’ ... 

Supplies first-hand information on how 

materials and Gone parts are bought and 
Metal-working plants. 

by American Machinist) 


available from your McGraw-Hill man. 


“Editorial and Circulation Scope of 
Electrical World’’... 

A valuable flow chart of this publication’s 
coverage of the many inter-related inter- 
ests of the electric power industry. 


“sf 


“A Guide for Keying Media 
Pages 16—27 explain success 
methods of reaching the men Wi 
buy, recommend or influence sales 
the industrial market. 
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naires for offices. Special reprints 
have been made of an article en- 
titled “A Scientific Approach to 
private Office Lighting” by A. W. 
Larson, Westinghouse lighting en- 
gineer, which explains a method 
of installation that provides maxi- 
mum glareless illumination. 

Fuller & Smith & Ross, Cleve- 
jand, handles Westinghouse. 


Colorplus Names Lewin 

Colorplus Corporation, Newark, 
N. J., maker of Colorplus Space 
yarns, last week named A. W. 


«ah ee 1S RM 


Lewin Company, Newark, to han- 
dle advertising to appear in news- 
papers and specialty magazines, as 
well as display and special promo- 
tions. 


Increases Hat Budget 


The Hat Research Foundation 
has scheduled a greatly expanded 
advertising campaign, through 
Grey Advertising Agency, New 
York, -using varying insertions up 
to color pages and spreads in Es- 
quire, Ladies’ Home Journal, 
Mademoiselle, Parents’ Magazine 
and The Saturday Evening Post. 


. 


Spring theme is “The season’s 
changing, change your hat,” and 
will be followed by Father’s Day 
copy on “Get a new hat for the 
head man.” Fall campaign will 
open in the same list in Sep- 
tember. 


Art Club Names Officers 


The Art Directors Club of New 
York elected the following officers 
for 1946-1947 at its annual election 
luncheon last week: President, 
Paul R. Smith, D’Arcy Advertising 
Company; first vice-president, 
Ralph Seberhagen, J. M. Mathes, 


Inc.; second vice-president, M. 
Frank Hoctor, Kelly, Nason, Inc.; 
secretary, John Jamison, Mathes; 
treasurer, William L. Longyear, 
Pratt Institute; and members of 
the executive committee, Harry 
Rocker of Alley & Richards Com- 
pany and Lester Rondell of War- 
wick & Legler. 


Joins Cockfield, Brown 

Robert E. Goodson, formerly 
with McKim Advertising, Mon- 
treal, has joined the Toronto office 
of Cockfield, Brown & Co., To- 
ronto. 
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NEW YORK 18, N.Y. 
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Akron 


A ONE-BUY 
MARKET 


z 


In the rich Akron Market 
you secure maximum sales 
results for your advertis- 
ing dollar by placing your 
sales messages in the 


Beacon Journal, Akron’'s 
only daily and Sunday 
newspaper. 


This free-spending Mar-— 
ket is made up of 117,526 
occupied dwelling units. 
The daily circulation of 
the Beacon Journal in the 
Akron City and Retail 
Trading Zones is 117,785. 
Simple = arithmetic tells 
you that's 100% cover- 
age. 


Yes, Akron is truly a one- 
buy Market .. . and best 
of all it will pay you big 
dividends. Better give this 
rich, free-spending Mar- 
ket top position on your 
‘sales promotion list. 


JOHN S. KNIGHT 


PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA CHICAGO 
CLEVELAND LOS ANGELES ATLANTA 
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12 
Tests Dinner Package 


Duane Jones Company, New 
York, has begun a test campaign 
in three cities to introduce a war- 
born product of Curtice Brothers 
Company, Rochester, N. Y., pack- 
ing house—Blue Label chicken and 
vegetable dinner, Insertions of up 
to 200 lines in newspapers, and 
participations on the “Yankee 


Kitchen” program of the Yankee 
Network will launch the product 
for consumer use. 


Jones to Erwin, Wasey 


Arthur F. Jones, account execu- 
tive with Cockfield, Brown & Co., 
Toronto, has joined the board of 
Erwin, Wasey of Canada, Toronto, 


[as managing director. 


540 N. MICHIGAN AVE., 185 N. WABASH AVE. 


410 N. MICHIGAN AVE., 111 E. DELAWARE STREET 


Air-O-Magic Shoes Get 
First Newspaper Drive 


The Daly Bros. Shoe Company, 
Marion, Ind., will use newspaper 
space for the first time this fall 
to supplement magazine advertis- 
ing for all Air-O-Magic shoes for 
men. The company has quadrupled 
its advertising appropriation for 
the fall campaign over last year’s 
drive. 

Insertions of 600 and 300 lines 
in newspapers in 25 cities will 
supplement copy of varying sizes 
up to color pages in 16 publica- 
tions, including Collier’s, Liberty, 
Life, Pic, The Saturday Evening 
Post and True. Advertising will 
feature a slogan contest, tied in 
with the American Airlines, based 
on the 88 comfort features of Air- 
O-Magic shoes. More than 50 
prizes will be awarded, including 
a round-trip flight to Europe for 
the winter, a coast to coast trip 
and other flights of varying 
lengths. Norman D. Waters & As- 
sociates, New York, is the agency. 


Bagged Oranges 
Grow in Favor: 
Record Sale Seen 


Chicago, May 7.—Increased 
quantities of eight-pound, con- 
sumer-size bags are being pur- 
chased by Florida orange distribu- 
tors for shipment to retail stores, 
the Chase Bag Company revealed 
today. 

Sales of open-mesh kraft paper 
and cloth bags increased from a 
little over 1,000,000 in 1940-41 to 
more than 15,000,000 in 1944- 
45, and this season more than 30,- 
000,000 bags of Florida oranges 
will be shipped, despite shortage 
of bag materials, Chase Officials 
said. 


To fight famine... Bees! 


Pathetic paradox . . . cereals which might save the lives of war sufferers are fed to 
animals to save our meat and milk supply . . . grain is sacrificed because we lack 
grass! Legumes which support animals and sustain soil were supplanted by food 
crops in the wartime years. And now with a world shortage, legume seeds 

are scarce, and peak priced! 
Rather than wait for the professional seedsmen to catch up with 
demand ... SuccessruL Farminc recommends one of agriculture’s 
oldest aids, urges as a critical crcop—BEES . . . potent pollenizers 
which can add as much as 400 lbs. of seed (worth $24-$30) per 

acre of clover, plus the extra crop of honey and wax... And in 

its May issue, gives a short course in Fabre with photographs in 
full-color, to encourage farmers to adopt beehives as standard 
equipment for years to come! 
“Tet’s Put The Bee On Your Business” . . . page 28 of the May issue 
... will be interesting reading for anybody . . . and interesting evidence 
of how SuccessruL FARMING serves the best farmers in the country. 
Always practical, timely, profit-pertinent, SuccessruL Farmine holds 
the interest and support of a million-plus farm families who constitute 
the first farm market, and one of the best “‘class” markets in the world today. 


Weed ’em and reap!... weeds cost 
U.S. farmer $450 a year, were biggest crop 
in one state. . .““Don’t Plant Weeds!”’... 
page 24... urges use of cleaned, tested seed. 


Back on the farm!.. survey 
shows 60% of priority certificates for 
new farm machinery going to vets 
. . . indicates ex-G.I.’s want jobs in 
an industry they can own! .. .““The 
Farmer’s Washington” . .. page 16. 


Also. . «More Feed from Cow Pastures”... “A Peek at Pig 
Nutrition” . . . twenty-four other timely topics . . . farm articles 
which make SF first among the first farmers in the best farm territory 
farmers with the largest investments, most advanced methods, highest 
yields, largest cash incomes, widest interests, best buying power of any 
similar sized group anywhere! For full facts . . . ask any office. . . 
SuccessFuL Farminc, Des Moines, New York, Chicago, Detroit, 
Atlanta, Cleveland, San Francisco, Los Angeles. 


ae eae 
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While this is only a small per. 
centage of total shipments, most 
of which are in crates, it wag 
pointed out that the consumer. 
size bag is adaptable to super mar- 
kets, self-service stores and vol. 
ume retail outlets, where it jg 
meeting increased acceptance, Ad. 
vantages of bagged oranges in 
such markets, according to Chase 
officials, are that they reduce 
spoilage caused by repeated han- 
dling by customers, save time for 
clerks, lend themselves to mass 
displays and cut pilferage. 


Increase Unit of Sale 


J. P. Grady, Chase advertising 
and sales promotion manager, says 


the bags also increase the unit: 


of sale. “Ordinarily,” said Mr. 
Grady, “it takes 20 to 30 customer 
sales to sell a crate of oranges. A 
bag sells in 10 sales the equiva- 
lent of a box.” 

The company has just concluded 
a seasonal direct mail and busi- 
ness paper campaign promoting 
Florida oranges to some 3,000 
northern retailers. Campaign lit- 
erature featured the oranges 


packed in Chase Saxolin bags, 
Weekly mailings of two-color post- 
cards were made to retailers, 
pointing out that Florida oranges 
were moving north in eight-pound 
Saxolin bags containing “almost 
two quarts of juice in every bag.” 
Additional mailings were made to 
distributors, consisting of a kit ‘of 
five sample postcards showing how 
the company was helping promote 
the sale of Florida oranges. 


Also Bag Potatoes 


The Florida Citrus Commission 
cooperated with the company in 
the campaign. In similar fashion, 
advertising of bagged potatoes has 
been handled with the cooperation 
of the Maine Development Com- 
mission and the Idaho Advertising 
Council. In addition to potatoes 
and oranges, Chase also supplies 
bags for apples, onions and nuts. 

Chase, along with Bemis Bro. 
Bag Company, St. Louis, began 
promoting consumer-size bags 
about 1939. Advent of the war 
accelerated acceptance of the new 
product considerably, since it 
forced many super markets into 
pre-packaging. 

Buchen Company, Chicago, 
handles the Chase account. 


Prints Letters Booklet 


Improvement of business let 
ters, particularly sales letters, has 
been stressed in “Better Letters,” 
an 80-page booklet published by 
the Barrett division, Allied Chem- 
ical & Dye Corporation, New York. 

In addition, 65 sales letters show 
how various Barrett departments 
promote sales of roofing materials. 
The booklet was originally de- 
signed for use by jobbers and 
building supply dealers. 
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Farm Population 
Up 800,000 in “45 


Washington, May 7.—Largely 
because of the demobilization of 
the armed forces, the.farm popu- 
lation registered an increase of 
800,000 in 1945, the first since de- 
pression years, the Census Bureau 
reported last week. 

Moreover, the bureau said, with 
5,000,000 men to be demobilized 
during 1946, it is probable that the 
farm population will increase at 
least as much as it did during 
1945. 

Despite these gains, the bureau 
pointed out, at the beginning of 
1946 there were 4,500,000 fewer 


Give National Coverage to Your 
News-Releases Thru the Pages of 


Jn Release 
(Covering 10,000 Dailies & Weeklies) 


480 Lexington Ave., N. Y. City 17 
Eldorado 5-0747 


persons on farms than in 1940, and 
the trend away from the farm 
since 1916 had been broken only 
twice before—during the demobil- 
ization after World War I, and 
the depression of the ’30s. Of the 
800,000 additional persons on the 
farm on Jan. 1, 1946, 540,000 were 
males over 14 years old. 


Howard Allen Boosted 


Howard C. Allen, vice-president 
and account executive of Albert 
Frank-Guenther Law, New York, 
was recently named a member of 
the agency’s board of directors. 


Names Street & Finney 


Street & Finney, New York, has 
been appointed to handle advertis- 
ing for McCormick & Co., Balti- 
more, maker of spices and season- 
ings, effective June 1. 


Litho Assn. Moves 


The Lithographers National As- 
sociation has moved its western 
office from 29 S. LaSalle St., Chi- 
cago, to 155 N. Clark St. 


Coty Screens 


New York Drug 
Stores; Drops 70% 


New York, May 7.—Coty, Inc., 
has begun to screen its drug stores 
in the New York area with the 
eventual view of reducing its 4,000 
drug accounts in New York to 
1,300. The policy will be spread 
to other cities during 1946-47. 

Thus the company begins the 
final phase of a policy which it 
began in 1931, when it did a simi- 
lar screening job on its whole- 
salers. Next in line were depart- 
ment stores, and after them chain 
stores. Drug stores were due to 
be screened in 1941, but the ad- 
vent of the war decided the com- 
pany to wait for the end of hostili- 
ties before continuing its selection 
operation. 


Startled by Interest 


Coty, which expresses itself as 
amazed at the stir caused in retail 


circles by its limiting its outlets, 
plans to evaluate each store as to 
location, size, traffic, emphasis on 
soda fountain and cosmetic de- 
partment, number of cosmetic 
sales people and lines carried. 

The screen through which suc- 
cessful stores must pass provides 
that the drug store operator must 
agree, after meeting other quali- 
fications, to provide display space 
at least four-feet long and at least 
four shelves, exclusively for Coty 
products, and to maintain a mini- 
mum inventory of $177 at whole- 
sale prices. Coty insists the policy 
is not exclusive, that competing 
drug stores, regardless of location, 
may carry the line if they meet 
requirements, and that the policy 
is not discriminatory. 


Miss Luyster Named 


Dorothy M. Luyster formerly 
with Vogue, has been named ac- 
count executive on women’s fash- 
ion accounts at Alfred J. Silber- 
stein, Bert Goldsmith, Inc., New 
York. 
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YOU MUST SELL - (ez sides of the river 
To capture... America’s 3rd Market! 


More than a million families with an effective buying income of over five billion dollars live in the 14-county Philadelphia 


trading area. This major sales territory is geographically divided by the Delaware River. * 


* * In order fo sell your goods it is 


necessary to sell the people living on both sides of the river. * * * Only the Courier-Post gives direct access to the rich Jersey 
side. lt offers dominant coverage of the four South Jersey counties — Camden, Burlington, Gloucester and Salem — delivering 
85.1%* as much circulation as ALL PHILADELPHIA DAILIES COMBINED! * * * The 65.1%* Camden trading area coverage of 
the Courier-Post exceeds that of the largest Philadelphia daily paper in the Philadelphia A.B.C. trading area. * * * National 
advertisers know that this intensive coverage pays off in sales! In 1943 (before newsprint rationing) and again in 1944 and 
in 1945, the Courier-Post carried more general display advertising than appeared in such leading metropolitan dailies as the 
New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland Plain Dealer and Pittsburgh Post-Gazette. + 


* A.B.C. Audit Reports 


t Media Records 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market. 


CAMDEN COURIER-POST 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 
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It’s Important to You- 


‘The union officials also have refund to bargain 
collectavety mane operations 


A tar reaching. They would affect al busion, 
large and email in the manor . 


QUHN D. BATTLE, banuine Sermary Wesmagion, UC. 


OPERATORS SPEAK—National Coal Jn 
Association used 60 metropolitan news. 
papers (AA, May 6) to blast UMW's P, 


demands in the coal strike. Benton & 
Bowles placed the copy. 


.|Morton Corporation, 


Stansbury & Ashe Agency j 
Opens with 10 Accounts 


Stansbury & Ashe, advertising 
and public relations agency, hag 
been established at 345 Madison 
Ave., New York, by H. H. Stans- 
bury, recently a partner in Sel- 
vage & Lee, and Hiram Ashe, for 
four years advertising and sales 
promotion manager of Visible In- 
dex Corporation. 

The agency has these accounts; 
Visible Index Corporation, New 
York; Niagara Falls Smelting & 
Refining Company, Buffalo; Conick 
Corporation, New York; Amsler- 
Pittsburgh 
engineering firm; Pennsylvania 
Industrial Engineers, Pittsburgh; 
Seneca Knitting Mills, Seneca 
Falls, N. Y.; Welin Davit & Boat 
Corporation, Perth Amboy, N. Jj 
MJ Alloy Fabricators, Perth Ams 
boy; Dresser, Inc., New York aif 
charter service, and Livar Corpos 
ration, Baltimore manufacturer of 
compressors. 
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Greene and Fairbanks 
Join Mutual Net Sales 


William F. Fairbanks, formerly 
associated with Compton Adver- 
tising, New York, and Je 
Greene, formerly with the Colum- 
bia Broadcasting System, have 
joined the sales department of Don 
Lee Broadcasting System. 


GF Elects V.P.s 


R. H. Bennett and Edward L. 
Johnson, both merchandising man- 
agers, have been named vice- 
presidents of General Foods Sales 
Company, Inc., New York. 


481 &. Dearbern 8St., 
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They Don't Play 
Hookey at This 


rry| School-for Admen 


San Francisco, May 8.—With its 
faculty of almost 50 outstanding 
West Coast advertising experts, 
Golden Gate College’s school of 
advertising here is weakening the 
adage, “Those who can’t, teach.” 
It’s completely “professional”? pro- 
gram is hailed by the school’s 340 
students for the current semester 
as answering their cry for first- 
hand, working instruction. 

Golden Gate College is a non- 
profit educational institution of 
collegiate grade and functions as 
the educational division of the San 
Francisco Y. M. C. A. The school 
of advertising, sponsored by the 
San Francisco Advertising Club, 
was established in 1940, suspended 
during the war, and started again 
in 1945. With its present enroll- 


ment of 340, including 125 re- 
turned veterans, it is the largest 
advertising school in California. 


Firms Enroll 35 


Approximately 35 students are 
enrolled by their companies. 

At present, three courses are in 
session. General advertising — 16 
sessions—covers introductory facts, 
opportunities, research, copy, lay- 
out, principles of production and 
organization. Advertising media 
—16 sessions—deals with outdoor, 
transit, newspaper, magazine, radio 
and direct mail. Advertising pro- 
duction — 12 sessions — covers the 
manual arts of advertising—paper, 
inks, typography, photo-engraving, 
color processing, multiple print- 
ing, binding, etc. 

Plans for a 16-seSsion copy 
course for the 1946 fall term are 
being completed. The new course 
is an answer to the demand of Bay 
area advertising agencies con- 
fronted with the task of breaking 


in new employes to help meet the 
urgent need for advertising of Bay 
area peacetime products. As a 
prerequisite to the course in copy 
writing, student prospects must 
have completed the general adver- 
tising course or have the equiva- 
lent in actual working experience. 


Randolph Is Coordinator 


Julian Randolph, advertising 
consultant, is coordinator of the 
school. Nagel T. Miner is director 
of Golden Gate College. 

San Francisco adclub members 
on the advisory committee include 
Harrison Davis, Fielder, Sorensen 
& Davis; Charles W. Collier, man- 
aging director, Pacific Advertising 
Association; Arthur C. Farlow, J. 
Walter Thompson Company; 
George W. Kleiser, Foster & 
Kleiser Company; Herbert H. Kir- 
schner, Kirschner & Co.; Clifton 
P. Mayne, Lewis & Mayne, Inc.; 
C. L. McCarthy, Station KQW, and 
Florence Gardner, executive sec- 


WORK CLOTHES 


make payrolls 


for the 


area 


Ten million dollars worth of work clothes are made here each year—and payrolls 
of this, and many other, well-established industries help make the Nashville area 
one of the nation’s most stable markets . . . One million people with a spendable 
income of over 800 million dollars yearly are a rich market for your quality prod- 
uct. .. . The primary area of WSIX effectively covers the Nashville market area 
with the top-rated programs of both American and Mutual Networks. . . . Cover 
this prosperous territory with a message broadcast economically over WSIX. 


WSIX gives you all three: 


Market, Coverage, Economy 
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Advertising 


AD TEACHER—Harrison T. McClung, 
assistant Pacific Coast manager of J, 
Walter Thompson Co., instructs the 
general advertising class of Golden 
Gate College's school of advertising in 
copy writing principles. His comely 
assistant is Elise Eilers, assistant to the 
school's coordinator, Julian Randolph, 


retary, San Francisco Advertising 
Club. 

Among those serving on the fac- 
ulty are Harrison T. McClung, 
JWT; Wilmot P. Rogers, Cali- 
ifornia Packing Corporation; Paul 
Russell, Batten, Barton, Durstine 
& Osborn; Guy Street, Schmidt 
Lithograph Company; Howard 
Willoughby, Lane Publishing Com- 
pany; Don McClinton, American 
Engraving & Color Plate Com- 
pany; Clarence Hestorff, McCann- 
Erickson; Roy S. Frothingham, 
Facts Consolidated; Daniel Bes- 
wick, Zellerbach Paper Company; 
Henry M. Bettman, Stark-Rath 
Printing Company; Henry F. Bor- 
den, Pacific Neo-Gravure and Bor- 
den Printing Company; Stanley 
Breyer, Station KJBS, and George 
S. Brumback, San Francisco Ex- 
aminer. 


GF and Sweets Co. 
Drop Shore and Tracy 


Because of product shortages, 
General Foods Corporation, New 
York, and Sweets Company of 
America, Hoboken, N. J., will dis- 
continue network programs in 
June. GF, after June 20 when 
“Dinah Shore’s Open House” is 
scheduled to go off NBC, will not 
keep the program for Birds Eye 
frosted foods, but may transfer the 
time, Thursday, 8:30-9 p.m., to 
another company division using 
radio. Young & Rubicam, New 
York, is the agency. Another rea- 
son for cancellation was reported 
to be a general retrenchment by 
GF, as well as the recent illness 
of Miss Shore. 

The sugar situation motivates 
Sweets Company’s cancellation of 
“Dick Tracy,” heard for Tootsie 
Rolls on the American Broadcast- 
ing Company, after the June 8 
broadcast. Agency is Ivey & El- 
lington, New York. 


Buys Connecticut Paper 

Haven Publishers, Inc., New 
York, has purchased the News, 
Wethersfield, Conn., newspaper 
operated for 20 years by Connecti- 
cut Publishers, Inc. Edmund 
Jacobson, Mt. Vernon, N. Y., is 
president of the New York pub- 
lishing company. 


THE 


4-Star 
Market: 
we ... This uni Pennsyl- 
vania market} oy — 


has 
$15,000,000 buyine-burloes 
Wer. . OS Norristown is 
an inside job. Philadelphia De- 
Partment Stores use 
space in The Times-Herald, 
- - » This newspaper has 
“Readership Leadership,”” 
*%...A53,429 
ABC City Zone, 
Represented 
Nationally by 
Julius Mathews 


Special Agency 


NORRISTOWN 
Time$-Herald 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 
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Shelter’s $4,685 


| Home Shown; See 
| Volume Production 


New York, May 7.—A new 
mass-produced, conventional-look- 
ing house was unveiled here last 
week as Shelter Industries, Tren- 
ton, N. J., showed its entry in the 
low-cost field. 

The new house is constructed of 
ponded, four-layer plywood, comes 
in two and three bedroom models, 
takes 140 man-hours to erect, and 
costs about $4,685, f.o.b. Trenton. 
This price will be subject to al- 
teration according to delivery on 
the Ingersoll utility unit which is 
the core of the house, and the 
figure is exclusive of land and 
connection with utilities. 

The company believes that its 
house will cost around $6,025 
erected. 

The hhouses will be distributed 
by manufacturers licensed by 
Shelter Industries to build the 
homes, and to market them within 
a 300-mile radius of each plant. 
The houses will be sold to con- 
tractors or direct to consumers. 


Complies with FHA Rules 


The new house meets FHA re- 
quirements, company officials said, 
but the reactions of building 
trades councils, labor unions and 
civic officials administering build- 
ing codes still represent potential 
stumbling blocks. In New York, 
for example, the house could not 
be erected, but in suburbs with 
more liberal building codes the 
house is permissible. 

The house embodies certain fea- 
tures not common to most pre- 
‘fabricated models. Kitchen, bath- 
room, heating facilities and equip- 
ment are in one compact unit pro- 
duced by Ingersoll Steel division of 
Borg-Warner Corporation. This 
unit, as well as being the central 


You Get 4 
Lot for il 
Money 


in the 


NEW BEDFORD 
-_—MARKE T—— 


-— BECAUSE — 


You really get two markets in 
ONE, Greater New Bedford 
and all its suburban areas and 
Cape Cod and the Islands, a 
market that extends into 5 coun- 
ties and in whose trading terri- 
tory reside over 213,000 resi- 
dents. 


ONE NEWSPAPER 


either daily or Sunday gives 


you . complete coverage. 


whale 
CIRCULATION 


Daily .............51,847 
Sunday ...........43,635 


Rep, by Gilman, Nicoll Sammon 


feature of the house, represents a 
current question mark in produc- 
tion. Houses built before Septem- 
ber will be lacking in some ele- 
ments of the unit, and will be 
correspondingly reduced in price. 

Hudson T. Winner, president of 
the company, said production will 
hit the 200-house per month level 
by the end of 1946, and will move 
up to at least 26,000 houses in 
1947. 

The company’s advertising ac- 
count is handled by Federal Ad- 
vertising Agency, whose presi- 


dent, Gordon E. Hyde, is a direc- 
tor of Shelter Industries. Promo- 
tion plans for the houses have not 
yet been set, but a program will be 
set up within the next six weeks. 
Advertising will of necessity be 
regional, Mr. Hyde told Apvertis- 
ING AGE. 


. . 7. 
Joins ‘Popular Science’ 
Richard Mathewson, formerly 
circulation director of Magazine 
Digest, has joined Popular Science 
and Outdoor Life as circulation 
promotion manager. 


Sinclair Buys Spots 

Sinclair Refining Company, New 
York, through Hixson - O’Donnell 
Advertising Agency, New York, 
has launched a series of 1,000 sta- 
tion-break announcements on five 
stations, serviced through NBC 
spot sales. Stations are WOWO, 
Ft. Wayne, Ind.; KYW, Phila- 
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delphia; WMAQ, ae * WTAM, 
Cleveland, and WRC, ashington. 


Becomes Telechron, Inc. 
Warren Telechron patton 
Ashland, Mass., manuf acturer of 
electric clocks and wee ae — 
devices, has changed its corporate 


name to Telechron, Inc. 


GIBBONS 


ADVERTISING 


BAY STREET 


TORONTO MONTREAL WINNIPEG 


KNOWS CANADA 
J. J, GIBBONS LTD. 


REGINA 


MERCHANDISING 


CALGARY EDMONTON 


VANCOUVER 


y not follow this Beeline 


for multicopy 


printing? 


Any printer who has used 
INTERNATIONAL BEES- 
WING MANIFOLD knows 
where this paper gets its 


name. It’s thin as a bee’s wing—but so strong it’s ideal 


for today’s multi-copy work. 


Suction fed automatics operating at normal speeds 


can handle this fine watermarked paper because it’s 


smooth yet entirely free of pinholes. In addition to A-1 


performance in the pressroom, this paper is equally 


receptive to writing or typing . . 


rough handling, too. 


. takes erasures and 


These qualities—and the variety of colors—explain 
why INTERNATIONAL BEESWING MANIFOLD is a first 
choice for sales slips, memos, reports, specification 


sheets, stuffers and many air mail uses. 


‘ 


Even with our facilities as the world’s largest maker 


of papers, we cannot completely fill the demand for 
INTERNATIONAL BEESWING MANIFOLD. Together with 
our distributors, we’re doing everything possible to 


meet current needs. 


International Paper Company, 


220 East 42nd Street, New York 17, N. Y. 
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Pro, Con, and Criticism 
on Media Records Data 


To the Editor: You may be in- 
terested in the enclosed copy of a 
letter written by A. A. Reiff of 
Mentholatum Company, Wilming- 
ton, Del., to Mr. Turner of this 
company in Buffalo. Mr. Reiff 
Says: 

“You have doubtless seen the 
April 22 issue of ADVERTISING AGE 
wherein is revealed the 1945 news- 
paper expenditures for nearly 2,000 
companies. 

“These figures show about $65,- 
000 for the Mentholatum Company 
in newspapers, which is very far 
from our actual expenditure. Our 
records show more than $117,000 
spent in newspapers in 1945. Even 
if we took from this sum the 
amounts of preparation charges, 


This department is a reader’s forum. L 


SSA 
e 
foreign language newspaper ex- 
pense, and Western Newspaper 
Union expense, our actual space in 
daily papers in this country would 
be over $100,000. 

“It seems to me that this is a 
rather poor record as presented by 
ADVERTISING AGE, if Mentholatum 
is a fair sample.” 

WILLIAM REsor, 

Vice - President, J. Walter 

Thompson Company, New 

York. 

To the Editor: Your special sec- 
tion on national advertising in 
newspapers is most helpful and 
greatly appreciated. I do, how- 
ever, want to point out one error 
in your listings. 

Under Lamont, Corliss & Co. 
you have listed some of the prod- 
ucts sold by the Nestle’s Milk 


tters are w 


* 


elcome. 


Products, Inc., New York. These 
are Nestle’s evaporated milk and 
Nescafe. Lamont, Corliss & Co. 
have nothing to do with these 
products but they do manufacture 
and sell Nestle’s chocolate, cocoa 
and syrups in addition to the 
Pond’s preparations. 
EDWARD NOAKES, 
Vice-President, Cecil & Pres- 
brey, New York. 


To the Editor: Section 2 of your 
national newspaper advertising re- 
port for 1945 has come to our at- 
tention and we would like to reg- 
ister a complaint against such 
publication. 

You have three of our clients 
listed: Interstate Cotton Oil Re- 
fining Company, Meadolake mar- 
garine, $7,554; Southwestern Life 
Insurance Company, insurance, 


ro 
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SEE REE 


Oil 


comes in Hetsbu 1h, too 


There's another side to Pittsburgh! When spring comes 


in Pittsburgh, aera 


lds = 
farther than ~2=Svuho_ 


get out and roam the hills. Pitt kids sprawl on the 


¢ bays ig § 


Cathedral of Learning 
3 I \ 


Carnegie Tech kids go J | \ 
Schenley Park, and Saget) 


All over town people pick violets, swing golf clubs, 


lovely Pittsburgh hills. 


people who haven’t walked 


the dining room all winter 


Oe a, 


go out for the fat and sassy trout in 
Pennsylvania streams, 


pores open through the lush green of our 


impossible tales 
North Hills 

about the green 
lawns, and Even East End 
lally-gaggin’ in 


— it’s wonderful! 


drive with their 


ing money. If you want some of that 


and summer ads in The Press. . 


South Hills people wear summer duds and tell 


P) about their balmy sunshine. 
people exaggerate 
things in their gardens. 


~ A, 
on people are suddenly-and 


madly conscious of Nature. 


When spring comes in Pittsburgh, people do some- 


thing about it. Usually it involves spend- 


YY 


money, you'd better have some spring 


. the No. 1 paper in 


the country’s sixth largest market. 


Le The 


Represented by the 
National Advertising Department, 
Scripps-Howar1 Newspapers, 230 Park Avenue, No. 
New York City. Offices in Chicago, Detroit, 
Memphis, Philadelphia and San Francisco. 


Pittsburgh Press 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
In Total Advertising 


$8,473; and Walker’s Austex Chili 
Company, Mexene chili powder, 
$5,233. ; 
ADVERTISING AGE has been held 
in high regard by this agency and 
we feel sure you would like to 
keep such good will. Certainly you 
would not go to the considerable 
trouble and expense of preparing 
and publishing a list unless you 
thought you were accomplishing a 
great deal in some direction; but 
we just cannot see any good to 
come from such a publication that 
can adversely step on so many 
feet. 

Do you not imagine that most 
clients regard their advertising in- 
vestments as a strictly confidential 
matter? Even if a client did not 
mind the publication of his adver- 
tising appropriation, would he not 
be offended if the amount were 
extremely inaccurate? 

With so many errors in total 
amounts, can you not picture un- 
fair misuse of a lot of this infor- 
mation? And, finally, do you be- 
lieve more agencies like to see in- 
formation divulged about their 
clients, or would more agencies 
rather guard such confidential in- 
formation? 

In the future, if you continue 
such an operation, we will ap- 
preciate it if you will leave our 
clients out of the list. 

W. W. CROOK, 

Crook Advertising Agency, 

Dallas, Tex. . 

To the Editor: In Section 2 of 
your issue of April 29, Page 20, 
you list under expenditures of La- 
mont, Corliss & Co., the advertis- 
ing of Nescafe, Nestle’s evaporated 
milk and Nestle’s products. This is 
in error. The three before listed 
are products of Nestle’s Milk Prod- 
ucts, Inc. Lamont, Corliss & Co. 
manufactures only chocolate and 
cocoa products bearing the name 
Nestle’s. 

We shall appreciate your cor- 
recting this in future issues. 

LEon LIVINGSTON, 

Leon Livingston Advertising 

Agency, San Francisco. 


Believes Budgets 
May Be Unbalanced 


To the Editor: The publication 
of figures in a recent issue of Ap- 
VERTISING AGE, showing totals 
spent during 1945 on newspaper 
advertising causes me, aS a manu- 
facturer and distributor of a more 
or less competitive advertising 
medium to think a bit. 
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Why is it, I wonder, ‘that large 
national advertisers spend all of 
their advertising appropriation on 
the major forms of publicity: 
newspaper, magazines, outdo or, 
car cards, etc. Why can’t a com- 
paratively infinitesimal part of ag 
national advertising campaign 
fund be set aside for the purchase 
of good will advertising in the 
form of calendars, advertising spe- 
cialties and allied products? 
Isn’t an advertising message on 
the desk of an executive or pur- 
chasing agent or a menu calendar 
on the kitchen wall of a house- 
wife, for example, an important 
link in the building of good will 
and consumer acceptance? One 
thousand dollars may buy a quar- 
ter-page newspaper advertisement 
for one day. It may also buy 
2,000 personal desk accessories 
with the advertiser’s name, slogan 
and telephone number stamped in 
a prominent position or 20,000 
automobile key tags with a brand 
of oil or gasoline featured thereon. 
Items such as these with many 
months or ‘even years of advertis- 
ing value should not be overlooked 
when the disbursement of an ad- 
vertising fund is planned. 
Advertising specialty and calen- 
dar manufacturers do not propose 
to offer their products to take the 
place of recognized advertising 
media. They do, however, feel 
that the advertiser, as a whole, is 
overlooking an effective means of 
building good will if none of his 
money is spent in this direction. 
ARTHUR WEINMAN, 
Weinman Brotners, Chicago. 


To the Editor: Your compilation 
of national advertising in news- 
papers, 1945, is a very valuable 
and worth-while help to the ad- 
vertising business. 

We are particularly appreciative 
of this service, and want you to 
know how much we value it. 

HoMeER HAVERMALE, 

Vice - President, McCann- 

Erickson, Inc., Chicago. 

[Editor’s Note: ADVERTISING AGE 
is pleased to-publish all material 
correcting or elucidating: on | the 
newspaper advertising figures car- 
ried in our issues of April 22 and 
April 29, and welcomes further 
corrections or additions. Two 
things should again be made clear, 
however: 

1. The figures were compiled by 
Media Records, Inc., which has 
been measuring newspaper adver- 


tising volume for many years. The 


WSGN BUILDS A BELL-RINGER 


“America’s Town Meeting of the Air,’ the 
provocative radio forum heard every Thursday, 
was propelled to a phenominal 11.6 Hooper 
over WSGN.* This is another outstanding ex- 
ample of the results obtained through WSGN’s 
ceaseless promotional activities. 


¥& Fall-Winter 1945-46 


ALABAMA’'S BEST BUY FAR! 


AMERICAN BROADCASTING COMPANY 


THE NEWS-AGE-HERALD STATION 
Represented Nationally by Headley-Reed 
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“ Yes, Arrow 


® a Sweet 


Sport Shirt 


\ 


Makes 


‘Cowie 


Cs rips 


ute Pe oak eo 
Cae pate) eee. 
Arrow sports shirts are expertly cut % 
«+. roomy and free, but not sloppy. 
Fabrics are lightweight and cool . .. 
most of them are washable and san- 
forized-labeled (moximum shrinkage, 
-] percent). Soft, spring colors in plain 
color and checked patterns. Long or 
short sieeves. $2.43 to $4. 


Broadcloth 
Shorts 


by Textron 


Boxer style, with elastic all around, 
3 for o snug, flexible waist band. Gen- 
‘erously propprtioned and cut with a 
trouser seot to gssure pertect fit. In 
goy condy stripes. $1.25, 


Shorts of Textron rayoltin solid Gila, $1.46 


Men's Furnishings, main floor ga wtteh 
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Harry S. Manchester; Inc. | 
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Will Work for You! 


| 
3 


Hand forged aluminum silent butler, 
Everlast treated to make it impervious 
to alcohol ond acid stains, Smartly 
styled with fruit design on cover. Con- 
venient way to empty ash trays. 
$4.95. 


¥ Cift Shop, fourth floor 
“Harry S$: Manchester; Inc. 


eae 7 oot RD ES Sl a 
FANCY GOODS—Arthur Towell, Madi- 
son, Wis., agency chief, is particularly 
intrigued with the "silent butler" -illus- 
trated in this ad for a local department 
store, in which the illustrations and the 
descriptions got slightly mixed up. 


cost of the compilation was under- 
written by ADVERTISING AGE, ‘Edi- 


tor & Publisher and Printers’ Ink, | 


so that they might be presented 
to the field, but neither AA nor 
either of the other two publica- 
tions has any basic: responsibility 
for the figures themselves. The 
compilation was made entirely by 
Media Records, from the linage 
figures which it keeps throughout 
the year. This organization made 
only one typographical error of 


POSTER STAMP PRESS 
“aa 
LAWsoate oa 


A | 
Silent Butler = 


which we have thus far learned, 
and this was in connection with 
Liebmann Breweries, Brooklyn, 
whose expenditures were erro- 
neously reported as $229,000 in- 
stead of the correct figure of $529,- 
000 (AA, May 6). 

2. The Media Records figures, 
as clearly indicated by AA in all 
stories and tabulations, cover 333 
newspapers in 107 cities. They do 
not cover all newspapers in all 
cities, and therefore it is entirely 
possible that in the cases of Men- 
tholatum and the clients of Crook 
Advertising Agency, as well as of 
other advertisers, only partial ex- 
penditures were picked up.] 
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Editorial Repeat 


To the Editor: We are much 
interested in the editorial appear- 


ing in your April 15 issue, en- 
titled “The Psychology of Waste.” 

Have you made any arrange- 
ments to reprint this editorial, 
possibly in a size that. would slip 
into the average envelope and 
make a very handy enclosure to 
send to advertisers and agencies 
when writing them about copy in- 
structions, etc.? 

Personally, I think it would be 
an excellent idea for you to re- 
peat in another issue in the near 
future this very same editorial. 
You could say that it is reprinted 
by request, if you so desired. 

The extra cost brought about 
by the interchange of telegrams 
and telephone calls that should 
be unnecessary is certainly ap- 
palling. It is something that pub- 
lishers, advertisers and agencies 


should all endeavor to correct. 
Cuara R. LAcEy, 
Assistant Publisher, Building 
Supply News, Chicago. 


7’ | F 


Those Poor Contestants 

To the Editor: Advertising con- 
testants should be disheartened by 
Norfclk & Western’s name-the- 
new-train contest, reported in 
your April 15 issue. That $750 
contest drew more than 100,000 
replies! Thus postage alone cost 
the contestants more than $3,000, 
or more than four times the prize 
money. Moreover, if each con- 
testant spent only six minutes 
studying the ad, visualizing the 
new stre iner, glancing through 
a map Pages . . the contestants 
spent a total of more than 10,000 
hours in ,winning $750. Collec- 
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tively, the contestants would have 
received 7% cents per man-hour 
if they had incurred no expenses. 
And some critics say people are 
lazy! 
ARNOLD MALKAN, 
Assistant to Sales Director, 
Merrimac Hat Corporation, 
New York. 


Dissents . 

To the Editor: With reference 
to the Ad-libbing item in your 
April 29 issue, personally I think 
“Debris” would be a better title 
for the anthology of John Mc- 
Cutcheon’s cartoons. 

R. J. SMALL, 

Market Analysis Department, 

General Mills, Inc., Minne- 

apolis. 


in distribution. 


All depend upon the DAILY NEWS RECORD 

for the vital news of their particular spheres of 
" activity. For the textile executive’s day begins with the 
‘ RECORD .. . his course of action may depend upon the 


news it carries. 


Whether you wish to reach any or all seven distribution 
links in textiles, men’s wear, and domestics . . . your ad 
belongs in DAILY NEWS RECORD. It becomes part of 
the swift-moving current of news that flows daily from 
producer-to-retailer. 
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Between Dixie’s cotton ... Washington’s spruce ... 
or the wool of Texas . . . and the finished textile 
product in the retailer’s store, there are seven links 


News Record 


FAIRCHILD PUBLICATIONS 
FAIRCHILD BUILOING—NEW YORK 3, N. Y. 


DAILY NEWS RECORD - WOMEN'S WEAR DAILY « RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - 


FAIRCHILD TRADE DIRECTORIES 
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RATE STORY—Northern States Power 

Co. used this full page newspaper copy 

in Sioux Falls, S. D., to tell consumers 

about its reduction of electric rates 

through increased operating efficiency 
and volume of business. 


Radio Set Sales 
Climb Toward 


Prewar Levels 


Washington, May 7.— With 
nearly 900,000 table models en 
route to dealers during March, 
radio manufacturers were well on 
their way this month toward be- 
coming the first consumer durable 
goods industry to reach or exceed 
its prewar rate of production. 

The radio industry increase of 
33% in rate of shipments in March 
featured the monthly production 
report of the Civilian Production 
Administration, which has yet to 
find a major consumer goods in- 
dustry producing at its 1940-41 
level. 

Altogether, including consoles 
and auto radios, the radio manu- 
facturers released 1,000,000 sets in 
March, CPA said, but 87% were 
table models. While this was 91% 
of the prewar rate for the indus- 
try, CPA pointed out that ordi- 
narily only 63% of shipments are 
table radios. 


Others Do Less Well 


Production records in other im- 
portant consumer’ goods lines 
ranged from vacuum cleaners, 
now at 97% of prewar, to sewing 
machines, at only 43% of base 
output, and mechanical refrigera- 
tors, at a third of normal. 

Electric irons, with 308,000 for 
the month, were 83% of 1940. 


You Catch BOTH 
in the Courier-Express 


‘In 1945, men's apparel stores — 
placed 65.7% of their ad- 


vertising in this man’s paper. 


Among the women’s apparel 
stores 56.6% of the adver- 
tising lineage appeared in 
* this favorite woman's paper. 


You can trust the preference 
of these on-the-scene adver- 
tisers to know that in Buffalo 


.-- You Need the 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


~ oe 


Washing machines, short of motors 
and parts, hit 74% of the 158,000 
unit base. The 129,000 bicycles 
shipped were 78% of prewar. 
Construction climbed from $524 
billion in February to $612 billion 
in March despite shortages, CPA 
said. 


Heuston to ‘Sportswear’ 
Harold Z. Heuston, with J. M. 
Mathes, Inc., New York, for the 
past year and previously with Re- 
porter publications, has joined 
Sportswear, New York, as adver- 
tising sales manager. 


Sportservice to Ellis 
Sportservice, Buffalo, national 
outdoor refreshment service, has 
named the Buffalo office of Ellis 
Advertising Company to direct its 
advertising. 


Many Uses Seen 
for Glowing Paint 
in Advertising 


Chicago, May 8—Luminous 
paints which have normal daytime 
visibility, yet glow at night, were 
displayed to advertisers last week 
by Lawter Chemicals, Chicago 
manufacturer, at the first Interna- 
tional Lighting Exposition. 

Decal transfers for dealers’ win- 
dows are one of the developments 
of this new advertising.aid. One 
of these, manufactured for Gen- 
eral Electric Company, was dis- 
played in the Lawter booth at the 
exposition. Hugh S. Littlejohn, 
development engineer for Lawter, 
says that General Electric is sup- 


plying its dealers with the trans- 
fers, which display the company’s 
familiar “GE” trademark. 

The company first manufactured 
the paints for the government dur- 
ing the war, for use in blackout 
identifications. They are available 
in yellow green, orange, blue 
green, deep blue and purple, and 
are adaptable to plastics, paper, 
plaster, wood, metal, glass and fab- 
ric. Two types of luminescent 
paint are manufactured, phosphor- 
escent and fluorescent. The latter 
requires ultra violet activation in 
order to glow in the dark. 


Outdoor Advertising Uses 


Uses for the paints are said to 
include luminescent outdoor ad- 
vertising signs and posters, counter 
and window displays, murals, 
greeting cards, wrapping paper, 
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menus and theater programs, wall. 
paper and building directories, 
They are also applicable to Christ. 
mas tree ornaments, lightswitch 
plates, night club decorations, staiy 
risers and railings, and theater 
aisles. Rings, convention buttons 
and other novelty items have been 
similarly treated. 

Processes now possible for ap- 
plication of luminescent paints in. 
clude screen process printing 
spraying, roller coating, knife coat. 
ing, brushing, dipping, letter press 
and offset printing. 


Rudulph to Basford 


James A. Rudulph has joined 
the G. M. Basford Company, New 
York, as an executive on the Gen. 
eral Electric account. He was for. 
merly with Newell-Emmett Com- 
pany on the creative staff. 


covered by 
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You. reach the plants that do 
OVER: 96%: of the metalworking 


business with STEEL 


@ To get a picture of the broad scope of 
metalworking, run your eye over the products 
made by the plants STEEL reaches. Here is 
your biggest industrial market . . . bigger 
by far than textiles, or chemicals or food 
processing. And STEEL gets your message 
to the plants that do over 96% of all the 
business in this huge market. 


For more data on STEEL’S market—its size 
—number: of plants—operations performed 
—and importance to you—invest an hour in 
looking over STEEL’S study of the market. 


ket study. 


STEEL 


Penton Building, Cleveland 13, Ohio 


~ 
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MATERIALS HANDLING 


Advertising men tell us this continuing 
study provides the most. .complete and 
up-to-date data available: asiy were on the 
Metalworking Market, “The man 
from STEEL will be glad to show 
you this highly informative mar- 


EQUIPMENT 


AGRICULTURAL IMPLEMENTS 


FABRICATED METAL 
PRODUCTS 


ENGINES, PUMPS, 
COMPRESSORS 


OFFICE MACHINERY @ 
EQUIPMENT 


METAL 


MORE THAN 100,000 KEY MEM, R 
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Candy Makers See 
Boom After “48 


Chicago, May 7.—The candy in- 
dustry foresees a billion-dollar in- 
come by 1950, according to C. M. 
McMillan, executive secretary of 
the National Candy Wholesalers 
Association, but it will be 1948 
pefore favorite brands can be pur- 
chased optionally at any candy 
counter. 

This forecast of the industry’s 
future was made at an association 
meeting here last week, with 
members discussing methods of 
keeping distribution channels open 
until present shortages taper off. 
Present sugar allotments are only 
60% of 1941 levels, and corn syrup 
shortages are another restricting 
factor. 


Meanwhile, the Council on 
Candy, representing the National 
Confectioners’ Association, Asso- 
ciated Retail Confectioners and 
other candy organizations, will 
continue its $500,000-a-year candy 
advertising and publicity cam- 
paign (AA, April 15). A recently 
completed Daniel Starch reader- 
ship survey reveals that in atten- 
tion value and identification of 
product, the council’s four-color 
pages in 1945 rated consistently 
better than the average attained 
by other advertisers in the same 
publications, Leo Burnett Com- 
pany, Chicago, handles the ac- 
count. 


Contacts Classrooms 


Just completed is the mailing 
by the council of 17,000 copies of 
each of three teaching-aid charts 


; ' 


and more than 327,000 student 
folders to American classrooms. 
Ultimately the council expects to 
contact more than half a million 
school children. 

Industry sales hit a peak of 
2,804,000,000 pounds in 1944, the 
council reports, but Uncle Sam 
was the big customer, with more 
than one-fourth to one-third of 
this record production going to the 
armed forces. Now that the gov- 
ernment has almost stopped buy- 
ing, millions of new customers will 
be needed to keep pace with the 
supply after rationing ends. 


Forjoe Opens Office 

Forjoe & Co., radio station rep- 
resentative has opened West Coast 
offices at 403 W. 8th St., Los An- 
geles, under the direction of Law- 
rence Krasner. 


Transfilm Moves Office 


Transfilm, Inc., commercial film 
producer, has purchased the 12- 
story Pathe building at 35 W. 45th 
St., New York, to house its motion 
picture, slide-film, commercial still 
photography, three dimensional 
color photography, cartoon, art 
and editorial departments. 


Spiegel Names Officers 

Donald M. Nelson, Walter M. 
Heymann and Clement D. Ryan 
were elected April 25 to the board 
of directors of Spiegel, Inc., Chi- 
cago mail order company (AA, 
April 1). 


Appoints Critchfield 

North Central Broadcasting 
System has placed its advertising 
with Critchfield & Co., Chicago. 
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ELECTRICAL EQUIPMENT 


METAL FURNITURE 


STEEL 


AUTOMOBILES, AIRPLANES, 


TRACTORS 


CARS, LOCOMOTIVES 


and SHIPS 


EVERY WEEK! 


BUILDING HARDWARE 
and TRIM 


HEATING & VENTILATING 


EQUIPMENT 


PLUMBERS’ SUPPLIES, 


STEAM SPECIALTIES 


INSTRUMENTS — 


MACHINE TOOLS 


&Y STEEL MILL PRODUCTS 


PARTS and ACCESSORIES 


FOR FROZEN FOODS—Reynolds Met- 
als Co., Richmond, has jumped into the 
frozen foods packaging field with this 
aluminum foil package, a light-proof, 
moisture and vapor-proof container that 
eliminates both inner and outer je 
Tests in laboratories of both Reynolds 
and a leading packer of frozen foods 
have proved that the Pak will reduce 
freezing time from 30% to 50%. Reyn- 
olds will run special tests for interested 
packers in their own plants this year, 
and will make the container generally 
available in 1947. 


Maciadden Elects 
Three Executives 


Harold A. Wise, senior vice- 
president, was elected general 
manager of Macfadden Publica- 
tions at a meeting last week of the 
board of directors. Herbert G. 
Drake, promotion manager, was 
named a vice-president. Carroll 


Wise Drake Rheinstrom 

Rheinstrom, vice-president, was 
elected president of the Macfad- 
den Publications Foreign Sales 
Corporation and of Bartholomew 
House, Inc., 25-cent book house. 
O. J. Elder continues as president 
of Macfadden Publications, Inc. 


Names Harold Cabot 


Hollingworth & Whitney, Bos- 
ton paper company, has named 
Harold Cabot & Co., Boston, as 
agency. 
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‘Ladies’ Home Journal’ 
Resumes Sub-Deb Work 


The Ladies’ Home _ Journal, 
which has devoted a special de- 
partment to the teen-age girls 
since 1928, is resuming sub-deb 
federations through leading de- 
partment stores, after suspending 
the activities during the war. 
Field director for the plan will be 
Mrs. Margot Smith, formerly with 
the store merchandise service of 
Life. 

Participating stores maintain a 
sub-deb club room with a full- 


time counselor,. and activities 
usually include eight events dur- 
ing the school year. 


Chevrolet Plans Video 


Chevrolet Motor division of 
General Motors Corporation, De- 
troit, is planning a series of four 
weekly telecasts through the 
American Broadcasting Company, 
using WABD, the DuMont station 
in New York. Shows will be live 
talent and filmed on Tuesday eve- 
nings, with no starting date set as 
yet. Agency is Campbell - Ewald 
Company, Detroit. 


Two Name Cabot Agency 


The Maine Council of Veterans 
Affairs, Augusta, volunteer ad- 
visory group, and the Rumford 
Falls Light and Water Company, 
Rumford, Me., have named Har- 
old Cabot & Co., Boston, as 
agency. 


‘Plastifilm’ to Upham 


Philips Webb Upham & Co., New 
Haven, Conn., has been named to 
handle the advertising of “plasti- 
film’ products made by Yaleco 
Rubber Company, New Haven. 


Uncle Sam 
Is Spending 
$2,300,000 


on the new 192-acre 


Naval Station 


(Just one of many current “Second Market” Projects 
which total more than $60,000,000) 


TACOMA’S huge Todd-Pacific ship- 
yard has completed its job of war- 


See how daily newspapers rank 
in their coverage of 
Pierce County’s 64,700 able-to- 


buy families: 


THE TACOMA 


NEWS een OS 


Second Tacoma Paper... . 
Seattle Morning Paper . . 
Seattle Ist Evening Paper. . 


Represented Nationally by 
_ Lorenzen & Thompson, Inc. 


Tacoma- 


time building. But the facilities will 
‘now serve Uncle Sam’s Pacific Fleet 
—as the new Tacoma Naval Station. 


Over two million dollars will be spent 


to equip the yard, and more than 
800 officers, enlisted men and civil- 
ian employees will man the installa- 
tion. Just one more of many reasons 


why Tacoma ranks as Washington's 
Second Market—a “must buy” on 


every newspaper schedule! 


‘THE NEWS TRIBUNE 


Tacoma 1, Washington 


Covering Washington’s Second Market. 
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the company’s best peacetime year 
was 1929 when sales were $27.2 
million. 

Firestone Tire & Rubber Com. 
pany’s 1946 sales are estimated at 
$400 million, which compares with 
$187,209,292 in 1940, the best pre. 
vious peacetime year. 

Of these sales for the rubber in. 
dustry, about 70% will be tire 
sales. General Tire’s expansion js 
due partly to its purchase of Penn. 
sylvania Rubber Company last 
fall, and the construction of aq 
plant in Waco, Tex. 


Rubber Companies 
Expect to Double 


Prewar Sales 


New York, May 8.— Rubber 
companies expect to double their 
best peacetime year in 1946, and 
some of them think their sales 
will be as high as they were dur- 
ing the war years. 

Goodyear Tire & Rubber Com- 
pany, for instance, amassed $125 
million in sales during the first 
quarter of 1946, and an estimated 
46 volume of $500 million is 
nearly twice the $256 million the 
company sold in 1929, its best 
previous peacetime year. 

B. F. Goodrich Company looks 
forward to $300 million this year. 
The company’s sales in 1941 were 
$211.4 million, and in 1929 were 
$164.5 million. 


70% Are Tire Sales 


General Tire & Rubber Com- 
pany’s sales are expected to break 
the $100 million mark, whereas 


Powers Joins Fox Head 


.Fox Head Waukesha Corpora. 
tion, Waukesha, Wis., has ap- 
pointed Andrew C. Powers, former 
promotion and distribution man. 
ager of the Brewing Corporation 
of America, Cleveland, as general 
sales manager. 


Betty's Names Walsh 


Walsh Advertising Company, 
Toronto, has been named to handle 
the advertising of Betty’s Ltd, 
Mount Dennis, Ont., maker of 
marmalades and jams. 


“HINCHLY, THIS IS MY : 
NEPHEW, You'LL TAKE Gooo 
CARE OF HIM, IM SURE” 
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The Boss’s nephew is taking advantage of the sweet old 
practice of nepotism. In every-day language, that’s “pull” 
— and pull describes Outdoors’ response-getting action for 
its advertisers. 

Outdoors has pull among One Quarter Million spending 
sportsmen across the nation . . . a great buying market 
with marked favoritism for Outdoors’ sparkling, authorita- 
tive editorial fare — month in, month out, year after year. 

So many advertisers have discovered Outdoors’ strong 
selling power that its advertising linage has increased by a 

henomenal 360.5% in just six years — an amazing record 
irectly traceable to Outdoors’ steadily mounting circula- 
tion among quality sportsmen, and the way they respond to 
advertising in Outdoors. 

To get in on the pulling power among 250,000 (ABC) 
spending sportsmen, it’s time to go OUTDOORS! 


Hers How ourvoors Hulls: 


Gentlemen: 


Please kill our "OUTDOORS" ad. 

Am sorry to ask you to do this, ' 
but we are swamped. Inquiries. (and 
orders!) are coming in from all over 
the country at the rate of 50 a day ' 
for 50 days, which, for a high-priced '“ 
article ($160) is, to me, a surprising} ” 
response. 

Needless to say, as soon as we 
want to run any more advertising, it 
will be right in "OUTDOORS".* 


Name of advertiser on request 
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136 FEDERAL STREET BOSTON 10, MASS. 
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THANK YOU, MR. MAYOR, 


For The Opportunity To 


GRIPE! 


FELLOW CITIZENS Belew one teeted 21 major “gripes” ebout eur City . feuits that, when cor- 
rected, will help make Corps Chat The City You Wont tt To Be’ You may consider every one your 
Whatever you that, WE WANT YOUR 
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TEXAS GRIPE—New Idea in municipal 
government is this “complaint week" 
held in Corpus Christi, Tex., with resi- 
dents invited, via newspaper advertis- 
ing, to give vent to their pet gripes 
about the city. 


‘Forgotten Man’ 
Is Someone Else 


Now, Says Union 


Lexington, Mass., May 7.—A 
movement known as the Tool 
Owners Union, aimed at re-estab- 
lishing the position of ‘50,000,000 
tool owners” as “the primary 
source of the workers’ productivity 
and prosperity” is under way in 
this community. 

Headed by Allen W. Rucker, 
president of Eddy-Rucker-Nickels 
Company, Cambridge ad agency, 
the organization was started, ac- 
cording to Mr. Rucker, as a result 
of a radio forecast he made last 
December over Station WCOP, 
Boston. This prediction was that 
“the wave of strikes, violence and 
shortages of goods will lead to the 
‘formation of a Tool Owners Union 
to restore the balance.” Listeners, 
according to “Boston Business,” 
publication of the Boston Chamber 
of Commerce, distributed more 
than 5,000 copies of the talk. 


Organized in January 


On popular demand, the maga- 
zine relates, such a union was 
formed at Lexington in January, 
following publication of a full- 
page ad in the Lexington Minute 
Man, local weekly newspaper. 
Chapter No. 1 of the new group 
was assigned to Lexington; and 
its establishment was announced 
in similar space appearing in the 
same newspaper March 14. This 
ad, headlined “A call to action for 
today’s forgotten man,” carried 
membership coupons ranging from 
$1 regular memberships to $1,000 
life memberships. 

Tool Owners Union calls itself 
a “non-profit, non-partisan corpo- 
ration, directly managed by a 
board of founders, counseled by a 
national advisory committee, and 
audited by certified public ac- 
countants.” 


Lists Members 


It lists as “tool owners” anyone 
bsying a savings account, an ordi- 

*y life insurance policy, or own- 
‘ne stocks and bonds. Also in- 

deu are owners or partners in 
unincorporated firms, pastors, 
school officials and women who 
receive income from life insur- 
ance or other property. 

Publ'shed resolutions of the 
group call for “such action as is 
appropriate,” and resolve that such 
action “be applied to all political 
parties alike and that the funda- 
mental soundness and fairness of 


pressed upon all candidates re- 
gardless of their political affilia- 


‘Chiquita’ Foregoes 
Bananas for Famine 


United Fruit Company’s “Chi- 
quita Banana” jingles will stop 
telling radio listeners not to put 
bananas in the refrigerator, for 13 
weeks this summer, and will turn 
full time and attention to support 
the food conservation program. 
United Fruit is appropriating an 
additional $250,000 for the project 
and will drop the usual commer- 
cials. 

New lyrics for the jingle, writ- 
ten by Robert Foreman, in charge 


q 

of radio copy for Batten, Barton, 
Durstine & Osborn, United Fruit’s 
agency, urge everyone “to eat 
more fresh vegetables and fresh 
fruit, too” so we can send starvirfg 
children fats, wheats and canned 
foods. Now in 50 markets, the com- 
pany will add several hundred 
stations to the list. 


Young Appoints Palm 

E. Charles Palm has been ap- 
pointed account executive on the 
staff of R. H. Young & Associates, 
West: Hartford, Conn. 


$150,000 Summer Drive 
Set for Old Mr. Boston 


Berke Brothers Distilleries, Bos- 
ton, has scheduled a $150,000 cam- 
paign for Old Mr. Boston gins in 
July and August, through L. H. 
Hartman Company, New York. 
Four-color spreads will appear in 
magazines and three four-color 
page ads will be used in a large 
list of business papers. 

Harold Reingold Company, Bos- 
ton, will handle Old Mr. Boston 
advertising for all copy scheduled 
after September. 
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Hoe Ups Beisinger 


Daniel Beisinger, formerly man- 
ager of West Coast sales and man- 
ufacturing branches of ‘the saw 
division of R. Hoe & Co., Bronx, 
N. Y., has been appointed man- 
ager of the saw division. He suc- 
ceeds Edward Foster, who recently 
retired. 


Indian Appoints Kent 

Advertising for Indian Moto- 
cycle Company, Springfield, Mass., 
will be handled by Tracy Kent & 
Co., New York agency. 


*FLOYD S. NIXON 
Art Director 


graphically characterize 


Show and the Scarab 


a: of a Methodist preacher, born in a log cabin, 
and an artist on the staff of The Detroit Free 


Press for thirty six years might, in a sentence, bio- 


Floyd S. Nixon. 


Today Nixon is an important figure in the art 
life of Detroit. He has painted and sold hundreds 
of marines and landscapes, and his contributions 


have been regular features of the Michigan Artists 


Club. His caricatures are 


known nationally. His famous “Iffy, The Dopester” 


tions.” 


and “Iffy Tiger” cartoons were created in 15 


minutes as “just another job”. 


Che Detroit Free Press 


te 


“HE ERASED 


90,000 
DOUBLE CHINS 


Nixon doesn’t yearn for any “good old days’. 


And there’s a reason. One of his earlier jobs in the 


editorial department was the “‘prettying” of ladies 


photographs for the society section. “I estimate,” 


said Nixon, “that during those years I removed 


50,000 double chins.” 


It is the work of Floyd Nixon and nearly a thou- 


sand other men and women at 321 Lafayette Avenue, 


Detroit whose collective effort is sampled daily by 


over 400,000 Detroit families and pronounced good. 


They are the people who make your Detroit Free Press 


best-read, best-liked, most-wanted in this market. 


JOHN S. KNIGHT, PUBLISHER 
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Insurance Copy 
Scores Heavily 
in Major Media 


New York, May 7.—Life insur- 
ance advertisers can take en- 
couragement from a recent survey 
of male readers by Collier’s which 
reports that, by 913 respondents, 
73% of 211 men under 35 years of 
age have réad their advertising in 
newspapers, magazines or on the 
radio. Only 64% of men 35 years 
and older said they knew of life 
insurance advertising in these 
three media, a not-too-surprising 
decrease in view of the younger 
men’s greater interest in such in- 
formation. 

Many more men were conscious 
of life insurance advertising in 
magazines than in radio and news- 
papers, Collier’s found. A total of 
58% was aware of magazine copy, 
but only 34% of radio and 30% of 
newspapers. The magazine also 
learned that a greater proportion 
of magazine readers (45%) was 


able to recall the name of the in- 
surance company advertising, than 
were radio listeners (42%) or 
newspaper readers (26%). Sixty- 
eight per cent of all the men re- 
plying considered knowledge of a 
life insurance company the most 
important factor in the purchase 
of life insurance. 


Buy Before Age 26 


Eighty per cent of all men 
answering now purchase life in- 
surance before they are 26, and 
93% of men of all ages now have 
life insurance, Collier’s study dis- 
covered. The magazine also re- 
veals that 75% of all life insurance 
policyholders report that Social 
Security benefits are inadequate 
for their retirement needs. Of 
those with an annual income of 
$2,000 or less, 50% said that Social 
Security would not provide them 
with an adequate retirement in- 
come. Sixteen per cent of all life 
policyholders replied that if they 
were buying additional insurance 
it would be for retirement pur- 
poses. 

Crowell-Collier Publishing Com- 


pany, publisher of Collier’s, mailed 
questionnaires last November to 
2,000 male readers under the as- 
sumed name of A. G. Fryer and 
Associates. Questionnaires were 
apportioned by states and city size 
groups in accordance with Collier’s 
circulation pattern, which is 83% 
urban. 


Mutual Reaches 302 


With the addition of two sta- 
tions on May 15, Mutual Broad- 
casting System will reach a total 
of 302 affiliates. New additions 
are KRIG, Odessa, Tex., owned by 
Iol Center Broadcasting Company, 
and operating on 1000 watts, 1410 
ke., and WIRA, Ft. Pierce, Fla., 
owned by Indian River Broadcast- 
ing Company, and operating on 
250 watts, 1400 ke. 


Thornton Advanced 


G. K. Thornton, with Scovill 
mpany, Waterbury, Conn., 
45, and previously with 


the Cufip--Engineering Corporation 
and Bérta Press, Cambridge, 
Mass., hassbeen. named advertising 
manager » 


‘ Scovill. 
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Herr ARE THE sir 


Three factors indicate that our export mar- 
kets now have the funds with which to buy 
from us at approximately twice the pre-war 
volume. This increased purchasing power is 
the result of the high level of our imports, 
the accumulated dollar and gold holdings 
abroad, and the effect of loans and other 


Government activities. 


The American manufacturer who keeps 
his eggs in several baskets—by serving 
foreign as well as home markets — will of 
course benefit greatly from this improved 
situation. Simultaneously, the manufacturer 


af: we? 


who has not yet entered the export field, 
now has a doubly favorable opportunity. 
You are invited to write for a new book- 
let just published, which indicates in consid- 
erable detail the distribution of this foreign 
purchasing power — estimated currently at 
a total of $23,000,000,000. 
The book also discusses such 
pertinent factors as The 
Changed Balance of Trade, 
Bretton Woods, Reciprocal 
Trade Agreements, The 
Export-Import Bank. 


AMERICAN EXPORTER 


386 Fourth Avenue 


CLEVELAND 


ESTABLISHED 1877 


Johnston Export Publishing Company 


CHICAGO ST. LOUIS 


New York 16, N. ¥. 


LOS ANGELES 


SAN FRANCISCO 


Sat iew 2 


Advertising Age, May 13, 1946 


The Adcraft Club of Detroit is getting busy on plans for its 12th 
annual spring frolic, which is set for the evening of June 12 at the 
Players Club. Among those who are working for its success are 
W. Colburn Standish, of Walker & Co., and Clayton Armitage, of 
Farm Journal, cochairman of the house committee, and Hugh Kau- 
meier, American Printing Co., and William C. Cartwright of Ed- 
ward Petry & Co., who share 
the chairmanship of the gen- 
eral committee. . . 

Bernard B. Smith, attorney 
for the United States Network 
and for the British Broadcast- 
ing Corp., flew to England 
April 27. He’ll be back May 
15. . . Calvert’s newest “man of 
distinction,” to appear in May 
ads, will be Arthur Judson, 
pres. of Columbia Concerts, 
Inc., which is said to be the 
largest musical booking office in 
the world... 

Maj. Ernest E. Porter, ad rep. 
for the Ohio Farmer, published 
by Capper - Harman - Slocum, 
Cleveland, has been awarded 
the Army Commendation Rib--~ 
bon for “meritorious service in 
various important assignments 
in the Office of Dependency 
Benefits,” where he served from 
1943 until last month... 

Last time we .heard, Jim 
Brewer, treas. of the Ad Club 
of N. Y., was vacationing from 
his ranch in Tucson, Ariz., and 
had just caught a 200-lb. blue 
marlin in Mexico. . . Roberta Bard, acct. exec. with Ben Sackheim, 
will be married June 30 to Stanley Bruck of the New York office 
of Picariello & Singer, Boston. . . Hal Davis, radio publicity direc- 
tor for Kenyon & Eckhardt, New York, and Mrs. Davis are parents 
of a 7 lb., 10 oz. son, Richard Paul, born at Woman’s Hospital. . . 

Walter Mulhall, v.p., of G. M. Basford Company, New York, re- 
ceived a plaque as a memento of his 25 years with the agency at 
a luncheon in his honor, attended by other Basford old-timers. 
Pres. Roger Wensley made the presentation. . . Leo J. Fitzpatrick, 
v.p. and gen’l mgr. of WJR, Detroit, is chairman of the radio com- 
mittee of the Automotive Golden Jubilee, which begins May 29 in 
the motor city. . 

Some tips on ad agency opportunities for university graduates 
were given by Wallace Meyer, pres. of Reincke, Meyer & Finn, 
when he spoke at the final term forum of Sigma Delta Chi at the 
U. of Wis. Mr. Meyer termed “fortunate” his hiring of Lt. Col. 
Robert A. McKericher, a Johns-Hopkins graduate, whom he found 
through ADVERTISING AGE’s Job Hunter service for veterans. . . 

Two other Chicago ad execs who have been keeping speaking 
dates are Walter Painter, ad mgr. of Technical Publishing Co., and 
Carl Henke, nat’l director of sales of General Outdoor. Mr. Painter 
spoke before the Advertising & Sales Execs Club of Kansas City 


INFORMAL—Raymond R. Morgan, 
left, head of the Hollywood affiliate of 
Soodkind, Joice & Morgan, Chicago, 
was host to his Midwest associates at 
his date ranch near Indio, Cal., for a 
four-day business confab. In the center 
are M. Lewis Goodkind and Clyde M. 
Joice, of the Chicago agency, and at 
the right is Robert C. Temple of the 
Morgan office. 


NEW V-P'S CONFER—Recently named vice-presidents of Erwin, Wasey & Co., 

New York, the four newly-appointed executives gather for a picture. Left to 

right are Charles Spencer Hart, account executive for the Air Transport Associa- 

tion; C. H. Cottington, radio director; Edward Rodgers, art director, and 
T. Norman Tveter, director of markets and media. 


and its evening ad class, and Mr. Henke also spoke at the ad class 
session. . . And Carl Robbins, ad director of G-E’s receiver div. 
Bridgeport, Conn., talked about television and advertising at 4 
recent meeting of the Ft. Werth Adclub. . 

Optimist Charles F. Phillips, v.p. in charge of sales of WFBL, 
Syracuse, N. Y., was installed, recently, as president of the Opti- 
mists Club at a special meeting of the group at Hotel Syracuse. . - 

Procter & Gamble’s Chicago district office mgr., G. H. Nippert, 
celebrating his 40th anniversary with the company, was given 2 
luncheon, not long ago, in honor of the event. . . Rod Maclean, ad 
mgr. of California Bank, Los Angeles, has been hitting the maga- 
zines again—with a poem in the May 4 issue of Collier’s, and a 
couple of gags in Reader’s Digest for May... 

Mildred R. Webster, assistant to the president of the Spencer W. 
Curtiss Company, San Francisco agency, and for a number of years 
headquarter secretary of the National Industrial Advertisers As- 
sociation in Chicago, will be married May 17 at St. Albans Epis- 
copal church, Berkeley, to Frank G. Crowhurst, sales manager of 
Phillips & Van Orden Company, printer... 
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food Processing, 


New Kitchen Units 
Shown to Edifors 


San Francisco, May 7.—A feel- 
ing of mutual benefit from the ex- 
change of ideas and information 
by manufacturers and the press 
was.the consensus as the Western 
food Editors Conference, spon- 
gored by the San Francisco chap- 
ter of the American Association of 
Newspaper Representatives, was 
conducted here last week. 

Promising a full schedule of 
talks, tours, films and demonstra- 
tions, the conference opened April 
99 at the St. Francis Hotel with a 
breakfast sponsored by Hills 
Brothers Coffee, Inc. With its 
promise amply fulfilled, the five- 
day meeting ended at a sumptuous 
champagne dinner arranged by 
Roma Wine Company. Thirty- 
three food editors, representing 31 
western newspapers, attended each 
session. 

Newest developments in food 
processing were explained and the 
most up-to-date equipment for 
food preparation in the home was 
demonstrated. And the latest 
household hints — running the 
gamut from removing ink spots to 
quick - freezing spinach — were 
dropped for the editors to pass on 
to their home-page readers. 


Sias Welcomes Editors 


Opening the conference, Donald 
Sias, Paul Block & Associates, gen- 
eral chairman, welcomed the dele- 
gates on behalf of the AANR and 
the cooperating industries. 

That the 80% extraction flour 
will perform quite satisfactorily 
for the more usual type of home 
baked products was the informa- 
tion handed the food writers at the 
General Mills’ breakfast program 
on Tuesday. John Mitchell, vice- 
president of Sperry Flour Com- 


pany, Gladys Mason, the “Martha |. 


Mead” of the Sperry Kitchen, and 
Robert Stafford, of Knox Reeves 
Advertising, presided at the ses- 
sion. 

The mysteries of the home 
quick-freezer and the other luxu- 
ties of electrical living were ex- 
plained at the appliance luncheon 
and dinner meetings sponsored by 
General Electric, Westinghouse and 
Pacific Gas & Electric Company. 

Streamlined production of crack- 
ets and cookies good enough to 
tempt any palate was viewed by 
the delegates when they toured 
the “Thousand Window Bakery” 
of Sunshine Biscuits, Inc., in Oak- 
land on Wednesday. The food 
editors were shown the tracycles 
used by oven operators who travel 
approximately 10 miles a day in 
discharge of their duties. Over- 
all length of the production line is 
equal to four city blocks. 


Frozen Foods Shown 


Wednesday night’s host at a 
buffet dinner was the Birds Eye- 
Snider division of General Foods. 
The food editors were given ad- 
vance notice of what to expect in 
the frozen foods line in the near 
future by Howard Lochrie, adver- 
ising manager of Birds Eye- 
Snider. He placed special em- 


phasis on the cooked vegetables 
and meats that are being quick- 
frozen. 

Other companies which cooper- 
ated in the first West Coast food 
editors’ meeting included Kellogg 
Sales Company, California Pack- 
ing Corporation, Borden Company, 
Swift & Co., and Armour & Co. 

To wind up the conference Fri- 
day, the wine industry took over. 
A tour through a typical Napa 
Valley winery afforded the editors 
first-hand knowledge of how sau- 
terne, claret, burgundy, port, 
sherry, muscatel, etc., develop 
from grapes into rows of bottles 
in cool cellars. The Roma com- 
pany furnished a king-size ban- 
quet replete with wine—and tips 
to pass on to the homemaker about 
incorporating wines in her menus. 


Harry A. Caddow and Jesica Mc- 
Lachlin of the Wine Institute, 
Burton Durkee, Roma’s advertising 
director, and Ann Director, Roma’s 
“Ann Martin,” handled proceed- 
ings. 

Each editor at the conference 
received a pair of nylons and a 
leather binder for her notes. 


Joins Ewell & Thurber 


Cleland Kinney, formerly with 
Newell - Emmett Company as as- 
sistant art director on the Liggett 
& Myers account, has been named 
art director of Ewell & Thurber 
Associates, Toledo. E. G. Kirby 
Jr., recently released from the 
armed forces and before that with 
Ruthrauff & Ryan, New York, in 
the media department and as as- 
sistant account executive, has 
joined the agency as space buyer. 
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Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


Also Publisher of Beauty Fashion 


When a million young men come dropping in 


, 


When a million young men come dropping in, a magazine has to 
do a little more than powder its nose. 


That's why The American Legion Magazine is getting a complete 


do-over—that’s behind all these months in the beauty parlor. 


Young men coming in at the rate of 100,000 a month right now. 
100,000 a month. Young men in their twenties and thirties. When 


a thing like that happens, a magazine just has to young itself up. 


So there’s more than vanity involved in the Legion Magazine’s 


new and striking make-up—there’s wisdom, horse sense. 


New covers, new fiction, new designing, new features —all these 
changes had to be made because of the great and swift metamor- 


phosis in the Legion itself. 


When all these young and dashing new Legionnaires came troop- 
ing’in, the Legion began to shed years by the dozen—right now 
the average age of new Legion members is 25 years. 


As for “how many,” how big The American Legion will be—that 
takes a certain amount of guesswork. But you can guess plenty 
big—and be certain. It’s big right now. Right now, The American 
Legion Magazine reaches one of the biggest—and hungriest —buy- 
ing audiences in America. An audience that wants everything 
from toothbrushes to top hats. 


Circulation: by October of this year, 2,000,000 guaranteed. An easy 
3,000,000 by the middle of next year at the present growing rate. 
It’s big and—it’s a buy. 


The American LEGION Magazine 


the multi-million man market 
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FIC ‘Blue Book’ 
Debates Feature 
Radio Institute 


Columbus, O., May 7.—Whatever 
else it may have been in former 
years, the 16th annual Institute for 
Education by Radio, held here over 
the past weekend, was one long de- 
bate. The subject: FCC’s “Blue 
Book” report on the public respon- 
sibilities of radio (AA, March 11). 

Argument over the FCC policy 
report continually drew most at- 
tention from more than 1,250 edu- 
cators, radio and ‘‘organization” 
people attending the 44 institute 
sessions. 


Durr Defends Report 


FCC’s Clifford J. Durr spoke on 
the “reconversion” and responsibil- 
ities of broadcasting at four meet 
ings. He made these points Friday 


night: 

The task of radio is not to go 
back to its prewar status. Fre- 
quency modulation offers vast pos- 


sibilities for more public service]... 


broadcasts, and FM faces no im- 
portant technical difficulties. But 
he questioned whether established 
stations and newspapers, which 
have filed 85% of FM applications, 
will freeze out newcomers and 
whether they will give their okay 
for development of facsimile and 
new broadcasting techniques. 


He denied that the “Blue Book” 
will lead FCC to prescribe fixed 
percentages of sustaining programs 
in relation to commercial broad- 
casts. He defended the policy re- 
port as being merely a statement 
that the commission henceforth 
will not renew station licenses for 
broadcasters who have not lived up 
to promises made when they ob- 
tained their licenses originally. 

Commissioner Durr’s criticism of 
radio paled in comparison with 
those made by H. B. McCarty, di- 
rector of the University of Wiscon- 
sin’s Station WHA. 


“Radio has fully reconverted,” 
Mr. McCarty said, “to its prewar 
position of almost complete disre- 
gard for its public responsibilities. 
Radio is making feeble efforts 
at furtherance of international un- 
derstanding and peace. It is falling 
into the sinful ways of the press, 
emphasizing conflict and neglecting 
encouraging social developments. 
Radio sold out to the advertising 
agencies long ago.”’ He got the big- 
gest hand of the meeting. 


Straus Praises ‘Blue Book’ 


Nathan Straus, pesident of Sta- 
tion WMCA, New York, called the 
“Blue Book” eminently fair, in- 
sisted that broadcasters should wel- 
come broader regulation because it 
will hamstring unethical station 
operators, and admitted that radio 
so far has not “reconverted or as- 
sumed its postwar obligation.” 

No such admission for the in- 
dustry was made by NAB’s Presi- 
dent Justin Miller. although he did 
not claim perfection for its educa- 
tional services. He said the NAB 
is reorganizing its research depart- 


more bursting its seams with post-war 
population growth and business activ- 
ity. Our construction program this year 


is the largest we have ever undertak- 


en, and contemplates 


lines and equipment involving a gross 


expenditure of $60,000,000.” 


Aw Med 


Vice President and General Manager 
Southern California Telephone Company 


new buildings, 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


partment to help promote better 
program service. His emphasis, 
however, was on the need for 
“meeting the need of the audience” 
and peserving radio’s freedom of 
speech. 


Davidson Taylor, CBS vice-presi- 
dent and director of programs, ob- 
served that while “there are a lot 
of fine programs on the air at CBS, 
we feel that a great many of our 
programs are not nearly good 
enough and we have begun the job 
of trying to make them better.” 
He announced the promotion of Ly- 
man Bryson from director of pro- 
grams to counselor on public af- 
fairs, and appointment of Bob Hud- 
son as Mr. Bryson’s successor. 


The “Blue Book” was debated on 
CBS’ ‘People’s Platform” broadcast 
Sunday by Sidney M. Kaye, execu- 
tive vice-president, NAB, and Dr. 
Charles Siepmann of New York 
University, author of ‘“Radio’s Sec- 
ond Chance” and reportedly author 
of much of the “Blue Book.” Mr. 
Kaye also debated the FCC report 
with Commissioner Durr at the an- 
nual institute dinner Sunday night. 


Mr. Kaye charged that the FCC’s 
policy leads logically to govern- 
ment control of newspapers, mo- 
tion pictures and other media; that 
the comparative scarcity of stations 
operating now that has caused the 
FCC to take its stand will soon end 
with establishment of thousands of 
FM stations; that FCC control 
would amount to censorship, or, at 
least, would allow a four-man FCC 
majority to decide “who says what” 
in lieu of letting the majority of 
listeners make the decision. 


Ae 
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ment and setting up a program “National & of C 


Voices Ad Policy 


Atlantic City, May 8.—A declara. 
tion that “only with effective aq 
tising working hand in hand with 
effective personal selling, merchap. 
dising and sales promotion—cay 
there be mass distribution,” was 
made by the board of directors of 
the Chamber of Commerce of the 
United States. 

“It is essential that the commer. 
cial and economic value of adver. 
tising be acknowledged and its key 
role in the future economy of this 
nation recognized,” the board ag. 
serted. 

The endorsement carried with it 
a statement that the future of ad. 
vertising depends on “increasing 
use of factual information, upon 
the recognition of the great harm 
that a small amount of inferior ad. 
vertising can do, and upon a better 
understanding of advertising by 
government, by business and by 
the public.” 

The declaration was made at the 
34th annual meeting of the cham. 
ber here last week. 


Cuts Price of ‘Flying’ 

Effective with the June issue, the 
price of Flying, published by Ziff. 
Davis Publishing Company, Chi- 
cago, will be reduced from 35 to 25 
cents. 


Artloom to Grady 


Artloom Corporation, New York 
manufacturer of Wilton and Ax- 
minster floor coverings, has ap- 
pointed Robert B. Grady Company, 
New York, to handle advertising. 
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WANT THE 
WDAY? 


Located in the heart of 
one of the world’s richest 
farming regions, WDAY 
is by long odds the favor 
ite station of the people 
in this section. Here are 
their listening prefer. 
ences: 


WDAY GETS 61.4% 
OF THE AUDIENCE 
IN ITS COVERAGE 
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Capitol Records 
Ad Account Goes 
fo Dunn-Fenwick 


Los Angeles, May 8.—Capitol 
Records, which has zoomed to 
fourth place in the record industry 
jn a few short years, and which is 
currently running its biggest pro- 
motion campaign, has placed its ac- 
cunt with the newly - formed 
agency Of Dunn-Fenwick & Co., ef- 
fective immediately. Principals in 
the new agency are Lloyd W. Dunn, 
former vice-president of Rickard & 
Co. New York, and David R. Fen- 
wick, former vice-president and 
general manager of Lockwood- 
Shackelford Advetising Agency, 
Los Angeles. The new organiza- 
tion, located at 4015 Wilshire Blvd., 
also is handling the account of 
Packard-Bell Company, manufac- 
turer and distributor of radios. 

Schwimmer & Scott, Chicago, has 
peen appointed to handle advertis- 
ing of Credit Loan Corporation of 
Chicago and Puritan Company of 
America, maker of ReaLemon, 
ready-to-use lemon juice. Spot an- 
nouncements will be used by Credit 
Loan, and newspapers, trade publi- 
cations and radio will be used by 
Puritan. 

...Hialeah Race Course, Inc., 
Miami, has placed its advertising 
with Grant Advertising, Miami. 
Newspapers and magazines will be 
used. A statewide radio network 
is being considered for next win- 
ter’s races. 


Adds Two Accounts 


.. Allen Krohn Company, 
Greensboro, N. C., has been ap- 
pointed to handle the advertising of 
Wysong & Miles, manufacturer of 
metal and woodworking machinery, 
and Jewel Box, jewelry chain. Busi- 
ness papers will be used for Wy- 
song & Miles, and radio, newspa- 
pers and outdoor advertising for 
Jewel Box. 

...Kemmerrer, Inc., Hollywood, 
has been appointed advertising and 
sales promotion counsel of Kloos- 
trman Company, Hollywood, inter- 
national sales distributor. 

...The Atlantic City office of Ab- 
nr J. Gelula & Associates has 
been appointed to handle advertis- 
ing and public relations of the Mor- 
ton Hotel, Atlantic City. The 
agency’s Philadelphia office has 
been named to handle the advertis- 
ing of Heymann & Brother, Phila- 
delphia, real estate and property 
Management company. 

...Royal River Packing Com- 
pany, Yarmouth, Me., and Delham 
Ford Products Company, Cam- 
bridge, Mass., have appointed 
Harry M. Frost Company, Boston, 
to handle their advertising. 


Starts Sports Review 


...Adams & Swett, Boston, has 
lamed Alley & Richards Company, 
Boston, to handle its advertising 
for rug cleaning and sales. Radio, 
hewspapers and car cards will be 
used. 

...Advertising Bureau of Amer- 
ica, New York, has been appointed 
to handle the advertising: of Elec- 
tronic Service Corporation and At- 
lantic Plastic Products. 

...Britex Company, Boston, 
manufacturer of Britex, all-purpose 
cleaner, and Van Brode Milling 
Company, Clinton, Mass., cereal 
maker, have placed their advertis- 
ing with Badger & Browning, Bos- 
ton. Newspapers will be used by 


— 


LOOK IT UP in 
the MARKET DATA BOOK! 


INDUSTRIAL 
MARKETING 


__1946 MARKET DATA BOOK home 


CONSUMER MARKETS EDITION 


BUSINESS PUBLICATIONS EDITION 


both companies. 

...The Christian Science Moni- 
tor, Boston, has named Harold 
Cabot & Co., Boston, to handle its 
advertising. 

... Atlas Advertising Agency, Chi- 
cago, has been appointed to handle 
the advertising of the Drake Hotel, 
Chicago. Newspapers and trade pub- 
lications will be used. 

...Photoswitch, Inc., Cambridge, 
maker of electronic controls, has 
placed its advertising with Henry 
A. Loudon, Advertising, Boston. 


Names Alley & Richards 


...Baker Auto Company, Provi- 
dence, R. I., has appointed Adver- 
tisers’ Service Company, Pawtuck- 
et, R. I., to inaugurate the com- 


pany’s 10-minute sports review 
Monday through Saturday over 
WFCI, Pauwtucket, on a ~year- 


’round basis. 

...Barker Greeting Card Com- 
pany, Cincinnati, has named Strau- 
chen & McKim, Cincinnati, to han- 
dle its advertising. Business papers 
and dealer promotions will be used. 


Woes ald ais. 


...Sage Laboratories’, New York, 
has appointed Paris & Peart, New 
York, to handle the advertising for 
Sage air refresher. 

...Intertype Corporation, Brook- 
lyn, maker of composing machines, 
has placed its advertising with 
Michel-Cather, New York, effective 
June 15. Business papers, catalogs 
and direct mail will be used. 

...Joe Balestrieri & Co., producer 
of Balco fresh-frozen food products, 
has appointed the San Francisco 
office of Abbott Kimball Company 
to handle its advertising. News- 
papers will be used. 


Celanese Corporation 
Drops Radio Show 


After 234 weeks of continuous 
broadcasting, Celanese Corpora- 
tion of America will suspend on 
June 26 “Great Moments in Mu- 
sic,” presented Wednesday nights 
over CBS. When conditions war- 
rant, the company said, it will re- 
sume broadcasting. 


Surplus to Use 
1,632 Papers 


for Veterans’ Ad 


Washington, May 8.—Using a 
big list of weekly, Negro and vet- 
erans’ papers, in addition to every 
Sunday paper in cities of 25,000 
or more, the Surplus Property Ad- 
ministration on Sunday will out- 
line in a 1,000-line ad the im- 
proved buying position of veterans 
under the “super priority” amend- 
ment to the Surplus Property Act; 

The ad, headlined “A Message 
to Veterans of World War II,” in- 
forms veterans about their im- 
proved buying position — second 
only to the federal agencies’—and 
the list of personal items reserved 
exclusively for purchase by veter- 
ans, 

Prepared by Fuller & Smith & 
Ross, it will run in 282 Sunday 


-| lies, 
‘| several veterans’ papers. 
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newspapers, 1,350 country week- 
12 Negro newspapers and 


‘| Lucky Tiger 


Expands Radio 


Lucky Tiger Mfg. Company, 
Kansas City, Mo., has expanded its 
radio schedule, using newscasts, 
musical programs, and spot an- 
nouncements. Further expansion 
is planned for June. Merritt 
Owens Advertising Agency, Kan- 
sas City, Kan., is the agency in 
charge of the account. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


-@ Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Trodemerts tog. U.S. Pet Of 


Be your own Form-Designing Expert... 


Form Layout Rule. Carries 
inch and pica printer's 
scales, also typewriter 
pica and elite scales. 


H 


rrr TELEE 


A SERVIC 


a TO DES 
USINESS — 
mete 


Layout sheets (typewriter 
pica and elite-spaced) for 
designing forms to exact 
size required. 


Form-Designing Kit con- 
taining 26-point form 


check-list and form-print- 
ing Specifications Sheets. 


Revised Manual lists all 
Hammermill papers made 


SSA 
er 


rey -¥ 


today ... grades, colors, 
sizes, weights, finishes ... 
conveniently indexed. 


VIENG 


“How to Design a Busi- 
ness Form" gives econom- 
ical sizes, suggestions, 


and other designing helps. 


Send for these 5 Useful Tools! ... FREE! 


E’LL SEND this complete set of Hammer- 
mill helps to you free. With them you can 
design time- and money-saving business forms ex- 
actly fitted for the job you want them to do. Use 
the 26-point check-list to test the efficiency of 
your present forms. You may find that you should 


S 
<Z 
<z 
a 
Ss 

Ss 


combine some, eliminateothers, 
or design entirely new ones. 
Whatever is needed, these prac- 


tical tools will provide expert, professional guid- 
ance, make your task easy. Just mail the coupon 


below. 


Choose paper for your forms from the NEW 
Hammermill Bond line...the bright white... 
and the fourteen pleasing, sharply defined colors. 
The coupon below will bring you the NEW 
Hammermill sample book in addition to the 5 
form-designing aids. Mail it now. 


fe Ge ee 


LOOK FOR THE WATERMARK...IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


> Please send me—FREE—the Hammermill Form-Designing Kit, ““How 
| to Design a Business Form,” the Manual and the Form Layout Rule. 
> Include also a sample book of the NEW Hammermill Bond. 


Name 


Position 


(Please attach to, or write on, your business letterhead, 
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49 Ads Dropped 
by ‘Life’; Many 
Publishers Hit 


(Continued from Page 1) 


felt for a long time, particularly 
by Sears, Roebuck & Co., Mont- 
gomery Ward & Co. and other 
catalog publishers. Donnelley 
hopes to get some diesel engines 
to alleviate the power shortage 
somewhat, 


‘Pathfinder’ Hard Hit 


Esquire, Inc., reports that Coro- 
net for June is off the presses al- 
ready at W.F. Hall Printing Com- 
pany, but serious difficulties face 
Esquire. The important Father’s 
Day issue, due on the stands June 
15, cannot be printed on time by 
Regensteiner Corporation, even if 
it installs diesels. 

Pathfinder has been caught with 


only its cover pages ready. A 
spokesman said the weekly 

paper will probably come out as 
an eight-page job. He said that 
only about 2,000 copies of ‘the 
nearly 800,000 run are ready. 
Farm Journal will not be affected 
until it goes to press May 16. 


Some Have Diesels 


Popular Mechanics will be out 
on time because diesels have been 
obtained to keep its plant in op- 
eration. Kable Bros. Company, 
Mt. Morris, Ill., which prints Out- 
doorsman, Personal Romances, 
Sports Afield and several trade 
publications, is not affected be- 
cause it has had some diesels on 
hand for a decade against just 
such an emergency. 

The run of This Week Magazine 
has been completed by Alco Grav- 
ure and will be out this weekend. 
There is considerable doubt as to 
whether the weekly can be put to 
press and bound in time to meet 
the following week’s deadline, 
however. 

Spokesmen for Liberty, printed 
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.. but safer than Sally 


on the sidewalk. Why? She’s an expert. . . 


practiced every day since the age of six. 


Top performance .. . the surety of the expert... 


are won the same way in offset lithography: . 


By specialization and constant practice. 


Perfectionists in advertising 


give us their work to add an extra margin of 


safety in offset reproduction.* 


C.M.&H. Offset Printing Co. » WHitehall 5957 


63 WEST GRAND AVENUE, CHICAGO 10 


AN 
OF OFFSET REPRODUCTION 


ADVANCED TECHNIQUE 


here by Cuneo Press, assert flatly 
that they are having no trouble 
yet. A similar announcement was 
made by Hearst Publications re- 
specting Cosmopolitan, the July 
number of which is scheduled to 
go into production next week. If 
trouble develops, Hearst may be 
able to get assistance from Cuneo 
Eastern Press in Philadelphia. 


Other Cities Unaffected 


Prairie Farmer has been allowed 
to run on a 60-hour biweekly 
schedule. This means that the bi- 
weekly publication will be com- 
plete, but that children’s books, 
which have been printed by 
Prairie Farmer Publishing Com- 
pany every other week, will not 
be printed while the critical pe- 
riod continues. 

While Chicago bore the brunt 
of the power blackout, major 
magazine publishers elsewhere re- 
ported their plants in good condi- 
tion from the standpoint of fuel, 
and the big magazine publishing 
plants of Curtis, Crowell-Collier 
and McCall Corporation, located 
in Philadelphia, Springfield and 
Dayton, O., reported that no de- 
‘lays or inconveniences will be 
-suffered by any of their publica- 
tions unless or until the power 
supply problem becomes much 
/more critical in their areas. 


Business Papers Suffer 


Business weeklies throughout 
'the Chicago area were caught off 
guard by the dimout, most editors 
admitting that they were either 
temporarily stymied or else hope- 
ful that something approximating 
normal publication schedule and 
page content could be maintained, 

Of 13 weeklies interviewed, 

only two anticipated neither a de- 
lay in publishing nor reduction in 
page content of the current issue. 
One of these, the Journal of the 
American Medical Association, ex- 
plained that it gets “certain ex- 
emptions” as a publication con- 
tributing to public ‘health. The 
paper is published in its own plant. 
Real Estate News said that the 
‘combination of an early publica- 
‘tion date and printing by candle 
/and lantern-light will enable it to 
meet its regular publication date 
'this week with no loss of pages. 
| Three papers said that they are 
cutting the number of pages in 
current issues, three more admit- 
ted that they will be late reaching 
readers and five either are “sty- 
mied” or “don’t know” what might 
develop. 
' Hide & Leather and National 
Provisioner will reduce pages 
drastically in an effort to meet 
regular mailing schedules. Tele- 
phony, weekly paper of the tele- 
phone industry, said that its pub- 
lication would be “four or five” 
days late, with fewer pages. 


Monthlies Pushed Aside 


Traffic World, Modern Miller 
and Official Board Markets are 
among the papers which may be 
late in reaching readers, but with 
no reduction in number of pages. 

Monthlies and biweeklies in 
general have been rudely shoved 
aside by printers, with the result 
that most of them will probably 
be somewhat late under the best 
of circumstances, and either very 
late or eliminated if the present 
situation continues for’any length 
of time. A few publication job 
shops, including Western Newspa- 
per Union, one of the largest, are 
installing auxiliary power plants, 
but the big majority are limited 
strictly to 24-hour-per-week op- 
eration. 


Socin to Assist Dudley 

Jay M. Socin, formerly on the 
copy staff of Batten, Barton, Dur- 
stine & Osborn, has joined the 
media programming division of the 
Office of War Mobilization and Re- 
conversion to assist Drew Dudley 
on famine emergency, inflation and 
'veteran’s reemployment and train- 
| ing. 


Embargo Ad Plates; 
Publishers Exempt 
from Freight Ban 


(Continued from Page 1) 
ever, were not exempted, and cat- 
alogs and printed matter are also 
banned. 

Even these minor concessions 
will be short lived if the strike 
continues, an ODT spokesman told 
ADVERTISING AGE. Since there 
will not be sufficient fuel to keep 
railroads running beyond the end 
of the month, the exemption will 
undoubtedly be taken away in a 
matter of days, as the embargo 
tightens. 

Newspapers, magazines, and 
their printing inks were exempt, 
he said, so that the public could 
be informed. “If the strike goes 
on,” he added, “we will just have 
to depend on radio to keep the 
public informed. And if it goes 
much beyond June 1, we prob- 
ably won’t have any radio.” 


‘Get Along with Type’ 


While they are publishing, he 
continued, magazines and news- 
papers will have to get along 
without plates. “We put this em- 
bargo on to conserve. Publishers 
will have to use their ingenuity 
and get along with type,” he said. 

If the present embargo on ex- 
press shipments of plates is not 
lifted, there seems a strong pos- 
sibility that some sort of private 
courier service may be developed 
by leading publication printers so 
that needed plates can be deliv- 
ered on time. 

Principal centers of magazine 
printing, although by no means all 
of them, are Chicago, Dayton and 
Springfield, O., and Philadelphia, 
and tentative plans are being 
talked over by representatives of 
Crowell-Collier, Curtis, McCall 
Corporation and other publications 
printed in these and other centers 
for some sort of coordinated 
courier service, using private cars 
or trucks, to pick up advertisers’ 
plates from important advertising 
centers and deliver them to the 
proper printing plants. 


Mail Being Used 


In Chicago, and presumably 
elsewhere, Railway Express and 
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Air Express informed publishers 
and agencies today that an em- 
bargo jon ‘express shipments of 
plates would go into effect at mid- 
night tomorrow, and Curtis, Crow- 
ell-Collier and McCall are already 
giving serious thought to the best 
means of getting the weekend 
shipment of plates from that area 
to their respective plants. 

Failing the lifting of the express 
embargo, most agencies will send 
plates by first class mail,although 
many feel that such deliveries will 
be slower than normal express 
deliveries, even without regard to 
the added cost. 


‘The Outlaw’ Ads 
Bring Wilmington 
Ban Against Film 


Wilmington, Del., May 8.—The 
city government here has ordered 
Loew’s Aldine theater not to show 
“The Outlaw,’ Howard Hughes’ 
sultry film starring Jane Russell, 
scheduled to begin a run here to- 
morrow. 

A committee of clergymen 
turned thumbs down on the film 
after a preview showing had been 
arranged because more than 50 
Wilmington residents, viewing an- 
nouncement ads, protested to the 
theater that the film is indecent. 

Although the Motion Picture 
Association has complained against 
the film’s advertising campaign, 
handled by Buchanan & Co., New 
York, the censorship action here 
is thought to be the first of its 
kind against “The Outlaw” since 
it was released after its original 
battle with the censors several 
years ago. 


Brand Names Group 
Offers Plan Book 


A plans book of suggestions to 
increase public confidence in brands 
and advertising will be introduced 
by the Brand Names Research 
Foundation, New York, at a joint 
luncheon with the Advertising Club 
of Baltimore on May 22. The book 
will be distributed later to every 
advertising agency in the country 
and to advertisers. Young & Rubi- 
cam aided in its preparation. 

At the Hotel Belvedere, Balti- 
more, on May 21, the foundation 
will award “Certificates of Public 
Service” to Maryland-owned brand 
names in continuous use for a half 
century or longer. 


_ 


Chicago! 


The primary function of a newspaper is to keep peo- 
ple informed. With more news services than any 


other Chicago newspaper . 


.. Associated Press, United 


Press, New York Herald Tribune, North American 
Newspaper Alliance, Chicago Sun News Service, fea- 
turing The Sun’s own Washington Bureau and foreign 
staff . .. The Chicago Sun keeps its readers fully and 
authoritatively informed on what's happening on the 
local, national, and international scenes. That's one 
reason why more and more people are turning to The Sun. 


THE CHICAGO SUN 
400 West Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N. Y. 
National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta+ Charlotte + Dallas + Detroit « Kansas City. Los Angeles « Memphis « St. Lowis «San Francisco 
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tf i stantially equal to that of CAB”; 

Can Exceed Ideal “twice as many trends per year 
as CAB and Hooper evening, and 

four times as Many as Hooper 
daytime”; daily trends with re- 


Specified by CAB, 
Says Nielsen Ad 


(Continued from Page 1) 


maximum influence on the CAB 
meeting scheduled for Friday at 
which a final determination of the 
co-op measurement body’s future 
is scheduled to be made, the Niel- 
sen ad boldly offers a “radio re- 
search service to surpass the 
‘ideal’ specified by the CAB com- 
mittee.” 

Asserting that Nielsen has spent 
10 years and $2,000,000 on the 
Audimeter technique, the ad says: 
“We are now prepared (assuming 
a moderate degree of industry co- 
operation) to accelerate our nor- 
mal development program and 
move forward, without delay, to 
production of a radio research 
service that will not only meet 
the specifications of the three-man 
CAB committee, but go far beyond 
them.” 


Offers Proposals 


The Nielsen proposals include 
the following: 

Willingness to expand from 
present coverage of 63% of the 
country “to a percentage suffi- 
ciently close to 100 to eliminate 
any significant error in projecting 
to all U. S. radio homes.” This 
would require, says Nielsen, a 
sample “probably 25% to 50% 
above present levels.” 

Changeover from tabulation of 
data covering two weeks each 
month to four weeks per month, 
at an estimated increase of about 
15% in cost. 

Provide, “if the industry really 
wants it,” a delivery speed “sub- 


spect to multi-weekly programs; 
trends on a per-broadcast basis; 
and numerous other services. 


Would Cost 1% 


Delving into the difficult matter 
of costs, the Nielsen ad points out, 
with the aid of a list of 28 types 
of data not available through 
either CAB or Hooper, that the 
Nielsen Radio Index is far more 
than a program rating service, 
and that its cost should not be 
compared with services wh ich 
provide considerably less data. 

“While NRI service cannot and 
should not be expected to produce 
its comprehensive marketing re- 
search service at price levels es- 
tablished for mere ‘program rat- 
ing’ services,” the ad says, “Niel- 
sen Radio Index can unquestion- 
ably render a service of superb 
quality and usefulness at a total 
cost in the neighborhood of only 
1% of the total expenditures for 
network time and talent.” 

That 1% of network time and 
talent costs is not a minuscule fig- 
ure can be deduced from a look at 
current radio figures. Broadcast- 
ing estimates net time sales on 
national and regional networks for 
1945 at $136,750,000, to which can 
be added about $50,000,000 of pro- 
gram costs borne by network ad- 
vertisers, making the total about 
$186,000,000, 1% of which is not 
too far from $2,000,000. 

And small advertisers need have 
no fears, says Nielsen. “If CAB 
retires from the ratings business, 
leaving many subscribers of this 
type, we will promptly offer an 
equitable plan for supplying them 
with highly accurate and depend- 
able ratings for all sponsored net- 
work programs.” The minimum 
NRI cost now is $20,000. 


Hoffman Scores 
Federal Controls 
at Canadian Meet 


Toronto, May 7.—A thundering 
boost for free enterprise, justi- 
fication for higher distribution 
costs, and an urgent demand for 
more and better sales training 
were presented before executives 
of business and industry here last 
week at the first Canadian Mar- 
keting Conference. 

Paul G. Hoffman, president of 
Studebaker Corporation, took a 
whack at government controls, de- 
claring that the mistake was in 
planning against competition in- 
stead of planning for it. Urging a 
complete recast of “our tax sys- 
tem,” he told the Canadians that 
tax programs have been formed 
largely with a view to their im- 
pact on votes. 

“If we are to have business ex- 
pansion,” said Mr. Hoffman, “‘it is 
the impact of taxes on business 
expansion that should be the para- 
mount consideration.” Declaring 
that unless the profit incentive is 
taken “out of the doghouse,” the 
natural dynamism of free economy 
might become dissipated, he 
warned that it is not inconceivable 
for private enterprise to go broke. 


Sales Training Stressed 


“There is nothing wrong with 
the economic life of America or 
Canada that a sufficient number of 
solvent customers won’t cure,” de- 
clared Servel’s vice-president in 
charge of sales, George S. Jones 
Jr. Properly trained salesmen paid 
salaries or commissions commen- 
surate with their abilities will play 
a major role in the rejuvenation 
of business, he asserted. The 


salesmen of any organization are 
the economical equivalent of foot 
soldiers in their importance, and 
perform only to the extent of their 
training, Mr. Jones said. 

The conference was inaugurated 
under auspices of the Advertising 
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ticipating organizations included 
the Board of Trade of Toronto, 
Canadian Manufacturers Associa- 
tion and Canadian Chamber of 
Commerce. G. Harry Sheppard, 
president of International Busi- 
ness Machines Co. Ltd., was the 


and Sales Club of Toronto. Par- presiding chairman. 
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PITTS & LOUGH 


“Oh- Soluble - 


and Distilled Natural Mixed Tocopherols (Vitamin E). E 
products of their kind; each are remarkably stable, bland and 
uniform in potency. 
Detailed information about these two products may give you some 


DISTILLATION PRODUCTS, INC. —= 


755 RIDGE ROAD WEST, 
570 LEXINGTON AVE., NEW YORK 22,N.Y. »« 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 


a of an energetic 


The uncharitables have it that idea men are native to the posture 
recumbent. Idea men of course will tell you such notions are a subject 
for contempt. Confidentially, we suspect that idea merchants are 
really awake most of the time, and alert for suggestions that may help 
plan better campaigns. 
It often happens that idea-spawners are in a spot to recommend new 
and better advertising claims through product improvement. 


Particularly, those who handle food accounts and copy in which 
vitamin fortification may be an important sales factor—which is 
where information regarding DPI vitamin concentrates comes in. 


I, you may recall, pioneered commercial development of molecular 
llation in high vacuum. This process has been used to make 
able two superior vitamin concentrates: Distilled Vitamin A Esters 


Each are “only” 


copy claims or product improvements and lead the way to 


better sales. So, for skilled help or information regarding vitamins A 
or E, or for skilled technical aid, don’t hesitate to drop us an inquiry. 


ROCHESTER 13, NEW YORK 
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LIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 
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Refail Food Sales 
at Peak in 1945, 


Survey Discloses 


Independents Outsell 
Chain Stores 2 to |; 
Self-Service Expands 


New York, May 7.—Retail food 
volume reached an unprecedented 
$18,410,000,000 in sales during 
1945, according to a survey re- 
leased by Progressive Grocer, food 
trade publication. The report is 
based on a survey of more than 
3,000 retailers and more than 600 
wholesalers throughout the U. S.. 
as well as comprehensive infor- 
mation from other trade and gov- 
ernment sources. 

While all types of food retailers 
showed an increase during 1945, 


‘their stores with emphasis on new 


independent stores led chain re- 
tailers with sales of about $10 
billion as against the chains’ $4,- 
690,000,000. Specialty stores ac- 
counted for the remaining $3,720,- 
000,000. Dollar volume food sales 
in the U. S. was double the 1935 
total. 

Despite discouraging shortages, 
retail food dealers view the fu- 
ture, the report said, with con- 
siderable optimism. About 75% 
of the nation’s food retailers are 
planning definite improvements in 


self- 


or improved refrigeration, 
service frozen-food trays, self- 
service dairy departments and 


new trucks. 
drug sundries. 


More Self-Service Stores 


More than 24,000 independent 
food retailers last year converted 
their stores to self-service. At 
the close of 1945 about 84,000, or 
approximately 25% of the na- 
tion’s estimated 365,000 inde- 


Many plan to add 


pendents, were being operated on 
a self-service plan. In 1942 only 


SALES OF GROCERY AND COMBINATION STORES-—1929 TO 1945 
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NUMBER OF FOOD STORES 
INCREASED BY 15,000 


ROP RNING DAY SALi 


FOOD SALES INCREASE—Independent food stores outsell chains (left) but fear strong chain competition in 1946. The out- 
look (right) based on last year's experience is better than ever, Progressive Grocer shows. 
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18%, the report reveals. 

Semi-self-service stores showed 
larger proportional sales increases 
than service stores, accounting for 
about 48% of total independents’ 
sales. Little progress was made 
during 1945 on self-service in 
meat departments, Carl W. Dip- 
man, editor of Progressive Grocer, 
said, but he added that experi- 
mental plans are under consider- 
ation to increase self-service in 
meats and perishable items. 

About 15,000 new stores ap- 
peared last year, the survey 
showed, and a larger number was 
indicated for 1946. 


Food Cost Higher 


Retail food prices, according to 
the Bureau of Labor Statistics, ad- 
vanced only 2.2% in 1945 as 
against °44, the survey reported. 
No predictions as to coming price 
increases were made. 

Some independents, the report 
revealed, fear the possible return 
of loss-leader selling and more 
severe competition from chains 
which, they believe, will make 
strenuous efforts to recoup their 
loss in relative volume and pres- 
tige. 

Facing both chain and inde- 
pendent is greater union labor ac- 
tivity, especially in larger cities 
where demands of workers are 
expected to increase operating 
costs. 

In some areas both chains and 
independents complained that 
wholesalers have failed to reduce 
costs sufficiently to lay down com- 


petitive merchandise in retail 
stores at competitive prices. The 
result is, the report indicated, that 
some are giving more considera- 
tion to direct buying and coopera- 
tive buying organizations. 

Food sales in 1945 were $5,610,- 
000,000 greater than in 1941, with 
independent grocery-combination 
stores increasing their volume by 
$3,610,000,000 in the four-year 
period. 


Plans Trademark Drive 


In a slightly stepped-up adver- 
tising schedule beginning this 
month, Frankfort Distillers, New 
York, will introduce a modernized 
version of the Hunter jumping 
horse trademark. Insertions of 
600-lines weekly in 54 newspapers 
across the country and color pages 
and spreads in Collier’s, Field & 
Stream, Life, Outdoor Life and 
Sports Afield will be used. Owen 
& Chappel, Inc., New York, is the 
agency. 


BBDO Names deBevec 


John deBevec has been appoint- 
ed head of the media department 
of Batten, Barton, Durstine & Os- 
born, Chicago. He succeeds A. J. 
Mertzke, who has resigned to join 
the marketing teaching staff of 
Northwestern University. 


To Schuyler Hopper 


The Crucible Steel Company of 
America, New York, has appointed 
Schuyler Hopper Company, New 
York, to handle industrial adver- 
tising. Business papers and direct 
mail will be used. 
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illions of shopping dollars are being spent over the 
retail counters of the nation's hot spot for sales-- x 
Phoenix, Arizona. 


This steadily expanding buying force has made Phoenix 
THIRD in per capita sales in the United States. Arizona re- 
tail sales for 1945 rocketed to $327,230,37I--an increase 
in 10 years of $208,766,029, or more than 276%. 


Your advertising message in the REPUBLIC & GAZETTE 
can reach two out of every three Arizona families that do 
the bulk of the buying in this sizzling HOT SPOT. No other 
medium can cover this rich market as efficiently or 
economically. 


BOB HALL, National Advertising Manager 
Represented by Williams, Lawrence & Cresmer Co. 
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The automobile leads a double life, 
Serving two masters, husband and wife. if, ; 


Now, selling the woman on beauty and style, 
Does not sell her husband on gallons-per-mile. 
If it’s automobiles that you’re trying to sell, 


Then corral lots of menfolk and distaffs as well. Ui : 
Yes, you’ve got to reach both those who do the deciding, LLULMe 
Which is where we bring our little sales talk from hiding. 

The American Magazine double-exposes ae oe 

YOUR ADS 


o both it’s under both n ’ 
Your ads to both sexes, it’s under both noses TO BOTH SEXES 


Double exposure, the singular buy, fa. 
Makes certain both sexes will give you the @» 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, WOMAN'S HOME COMPANION 
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